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Rough Proofs 


“Paris decrees bustles.” 

The designers have just un- 
earthed a complete file of Godey’s 
Lady’s Book. 


- we 


Fashion experts say the new bus- 
tles are to be worn “wittily.” Their 
wearers will be sure of a laugh even 
if they don’t feel so funny them- 
selves. 
> ww ¥ 


3ustles, worn in an era when the 
feminine form was only suspected, 
are now being introduced to a gen- 
eration for which all has been re- 
vealed. It’s a good trick if you 
can do it. 


7 =. 


Dr. Walter Pitkin advocates a 
league of the middle classes. And 
he is sure that it will deserve rank- 
ing in the political pushball game 


as the major league. 


7, = @ 


Milton Gair, a fighting California 
retailer, objects to attacks on ad- 
vertising, especially by companies 
which use advertising to praise the 
merits of “unadvertised” products. 


7 = 


If you can believe the selections 
of the nickel-in-the-slot machine 
customers, the most popular maker 
of phonograph’ records is sti that 
rascal Bing Crosby. 


’ Vv F 


The ideal name for a contract- 
chaser is owned by the new repre- 
sentative of the Alaska Weekly 
Miner—George D. Close. 


7, ¥ F 


In spite of the fact that the in- 
ventor devoted his whole life to 
making a new industry possible, 
this disrespectful age is already be- 
ginning to write it diesel. 


7, Vv F 


“New Depilatory Employs Nude 
as Summer Attraction.”—ADVERTIS- 
ING AGE. 

Fair enough. Summer nudity is 
the only thing that makes a real 
narket for depilatories. 


7 ¥ F 


Paul Waner has filed suit for 
$150,000, alleging he was slandered 
i radio broadcast. Did they ac- 
“use him of being a sucker for a 
lutside curve? 


, 3 


George A. Maurath uses a dum- 
Which looks something like 
elf as a spokesman in adver- 

and at trade shows. He’s 
erfect example of a yes man. 


\ Wisconsin solon wonders why 
iuch of the state’s advertising 
— $s spent for things other than 
‘“vertising. That’s a problem 


the 15 per cent. 


as 


, FT FV 


_ ngines watch advertising is to 

“Xpanded this fall. It’s wonder- 

“Ww they find room for all those 
Sreak announcements. 


Copy Cus. 


Overcoming Fear 
Held Air Lines’ 
Major Problem 


Aggressive Merchandi- 
sing Policy Contributes 
to Rapid Progress 


Chicago, July 13.—Celebration of 
the 20th anniversary of scheduled 
air service this week brought into 
bold relief the complex merchandis- 
ing problems facing the air trans- 
port industry and the advertising 
philosophy that has evolved over 
two decades of epochal achieve- 
ment. 

The memorial ceremonies, inci- 
dentally, came on the heels of the 
heaviest week-end of intercity and 
coast-to-coast air traffic in history, 
occasioned by the usual Independ- 
ence Day outpouring of tourists. 

In reviewing the events of the 
past 20 years, W. A. Patterson, 
president of United Air Lines, 
which took over operation of the 
Chicago-New York route from the 
Post Office Department in 1927, dis- 
cussed with ADVERTISING AGE the 
industry’s viewpoint on air trans- 
port advertising and the role it has 
played in the remarkable growth of 
air traffic in the United States. 

“Although the first scheduled 
service between New York and Chi- 
cago was inaugurated in July, 1919, 
by pilots and planes of the Post 
Office Department, regular sched- 
uled passenger service was not in- 
stituted over this route until eight 
years later,” Mr. Patterson said. 


Expensive Trip Recalled 
“During the time the line was 
operated by the Post Office, only 
air mail was carried in the single- 

(Continued on Page 26) 


Colorado Asks 


Pay Chain Tax 


to the chain store tax question 
emerged here today as state treas- 
urer Charles M. Armstrong mailed 
seven letters to as many automo- 
tive companies asking that they pay 
a total of $330,130 in chain store 
license fees for a period running 
from 1935 to 1939. 

Mr. Armstrong said his investi- 
gation had established that automo- 
tive manufacturers exercised almost 
complete control over dealers and 
that they could therefore be classi- 
fied as chain operators and subject 
to this state’s chain store tax. 

Requests were mailed General 
Motors Corporation, Chrysler Cor- 
poration, Ford Motor Company, 
Hudson Motor Car Company, Nash- 


Corporation and Packard Motor Car 
Company. 


DIRECTORY OF FEATURES 
Ad-libbing - 
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Auto Companies to) ': 


Denver, July 12.—A new angle 


Kelvinator Corporation, Studebaker 


BROADCASTERS FACE BATTERY OF MIKES 


This battery of mikes made the broadcasters feel at home. Facing the conven- 

tion crowd are Carl E. Milliken, Motion Picture Producers and Distributors of 

America; Lewis Allen Weiss, Don Lee Network; Neville Miller, NAB president; 

Stephen Early, secretary to President Roosevelt; Edwin M. Spence, NAB secretary- 
treasurer; and Edwin W. Craig, WSM, Nashville. 


10 Cents a Copy, $2 a Year 


Broadcasters 


Convention 


here. 


| marked the four-day conclave. 
| 


others 


governmental _ relations. 


these, including: 


148 to 26. (Details on Page 25.) 
Assurances from Government 


tion, Dec. 
Page 6.) 


31, 1940. 


Program Code, Music 
Payments Aired 


Evince 
New Spirit of Unity at 


Atlantic City, July 13.—Aided by 
the stimulation of a spirit of har- 
mony that has not always charac- 
terized radio industry meetings of 
other years, the National Associa- 
tion of Broadcastc.- today brought 
to a brisk finish its 17th annual con- 
vention at the Ambassador Hotel 
A record registration of 600 


| The convention, the first since the 
|association’s reorganization in Feb- 
ruary, 1938, under the guidance of 
a paid president, plunged immedi- 
ately into the intricacies of a mass 
of vital problems, some internal and 
identified with public and 
Definite 
action was taken on several of 


Adoption of a new program 
code, accepted by the stations pres- 
ent by the overwhelming vote of 


2. Determination to proceed im- 
mediately with the job of nego- 
tiating with the American Society 
of Composers, Authors and Publish- 
ers for a new agreement to replace 
the existing contract at its expira- 
(Details on 


3. Development of the Bureau of 
Radio Advertising as an essential 


by 


we 


industry promotion medium to 
match the activities of competing 
media. (Details on Page 8.) 

In addition to its consideration of 
the industry problems mentioned, 
the broadcasters heard an address 
by Stephen Early, secretary to 
President Roosevelt, offering assur- 
ance that the federal government 
has no plans up its sleeve for ex- 
tending’ supervision over broadcast- 
ing or infringing in any way on 
freedom of the air. The significance 
of the message was indicated by the 
fact that it was Mr. Early’s first 
utterance before a trade association 
in his six years of White House 
service. It is reported on Page 8. 

Others who appeared before the 
gathering were Carl E. Milliken, 
secretary, Motion Picture Produc- 
ers and Distributors of America, 
who described his industry’s experi- 
ences with self-regulation; and Dr. 
John W. Studebaker, U. S. Commis- 
sioner of Education, who stressed 
the importance of broadcasting as a 
factor in education. 

Action on the broadcasting indus- 
try’s two most pressing problems, 
program standards and payment for 
music rights, was generally re- 
garded as the convention’s chief 
measure. of accomplishment. The 
6 to 1 margin of acceptance of the 
code was regarded as encouraging, 
while the definite statement that 
any new deal negotiated with 
ASCAP must be on the basis of 

(Continued on Page 29) 


| newspaper space. 


| handling the account. 


Ryan, Inc., as its agency. 


| tative plans. 


* 
Last Minute News Flashes 
Wasey Gets Forhan Portion of Zonite Account 
New York, July 14.—The fate of the Zonite Products Corporation 
account was partially settled today when the company announced the 
appointment of Erwin, Wasey & Co. to handle the promotion of Forhan. 
Just what form the new Forhan campaign will take and what disposi- 


tion will be made of other departments of Zonite will be made known 
| next week, according to company spokesmen. 


-| Slodent Bows as Liquid Dentifrice 


New York, July 14.—Another entrant in the liquid dentifrice | 
12| field took its place beside Procter & Gamble Company’s Teel and Pepso- | 
28 | dent Company's product today when Slodent, sponsored by Slodent Prod- | 
21 ucts Corporation, made its appearance in Roanoke, Va., backed by large | 
National advertising plans are being held in abeyance, | 
pending the outcome of the test, according to Street & Finney, the 


\ Majestic{Radio Appoints Ruthrauff & Ryan 

Chicago, July 14.—Following completion of expansion plans and the 
addition of new capital under a new management, Majestic Radio & 
Television Corporation today announced appointment of Ruthrauff & 


Newspapers and national magazines will be used, according to ten- 


‘Education’ Takes 
Top Rank as Bait 
for Sucker Trade 


Advertised Products 
Give Spielers Best Am- 
munition 


By IRWIN ROBINSON 


Atlantic City, July 13.—If the mil- 
lions of visitors who stroll the fam- 
ous boardwalk of this resort every 
year represent a cross-section of 
America—and even casual observa- 
tion of their behavior points to this 
fact—advertising men and research- 
ers who are worried about the 
growth of the so-called consumer 
movement can find a_ practical 
workshop here that merits atten- 
tion. 

As familiar to the tourists as the 
broad expanse of white sand and 
the blue Atlantic beyond, are the 
hundreds of boardwalk stalls that 
beckon the passerby. But today 
the freak joints are closed, the in- 
cubator babies are gone, the phony 
auction sales languish, the bingo 
parlors cry for suckers, the hot dog 
stands keep only half a dozen 
wieners on the griddles that form- 
erly housed hundreds. 

The big play these days goes to 
the “educational lecture” cubby- 
Lholes.. That in itself is.hardly un- 
usual but what is disturbing to any- 
one interested in advertising and 
the consumer problem is the least 
common denominator that stands 
out as the text of every one of the 
“truth” spreaders. That least com- 
mon denominator is a vigorous “de- 
bunking” of advertising. And the 
customers seem thankful for the 
information. 


Let’s Take a Stroll 


Perhaps the advertising text that 
was so noticeable this week was 
the barkers’ subtle manner of wel- 
coming the National Association of 
Broadcasters, for radio advertising 


(Continued on Page 30) 


However It's 
Packed It's Still 
Oleo in Wisconsin 


Madison, July 13.—The canny 
food dealers of this state who had 
hoped to avoid charging their cus- 
tomers with the oleomargarine tax 
by selling the product in an incom- 
plete condition met defeat today. 
Attorney General John M. Martin, 
in response to a request from Dis- 
trict Attorney Raymond P. Dohr, 
ruled that the state tax cannot be 
evaded by separate sales of two 
products which make a butter sub- 


| stitute when mixed. 


Elaborating on this ruling, the 
attorney general said that a dealer 
would not be liable if he did not 


agency | 


advertise the products, or hold them 
cut as a substitute for butter, but 
that any consumer who used them 
for that purpose would have to pay 
the tax. 

The tax on margarine is 15 cents 
per pound. “In our opinion,” said 
the attorney general, “there is 
no substantial difference between 
selling the two products in one 
package as oleomargarine or selling 
them in two packages as oleomar- 
garine. In either case the result is 
precisely the same and I do not 
think the law is so oblivious to 
reality as to give substance to any 


such distinction.” 
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Wear-Ever Sells 
‘the Field’: Gets 
15% of Volume 


Virtues of Aluminum 
Stressed Over Brand 
in Most Copy 


New York, July 12.—A promotion 
policy of “selling the field” as well 
as pounding home the Wear-Ever 
trademark is largely responsible for 
the sale of 400,000,000 aluminum 
cooking utensils during the past 38 
years, with three out of every four 
items being Wear-Ever, E. M. Gra- 
ble, vice-president, Aluminum 
Cooking Utensil Company, told the 
Sales Executives Club of New York 


today. 
In outlining his company’s mar- 
keting methods, Mr. Grable re- 


vealed that $10,000,000 has been 
spent on advertising Wear-Ever 
products since the firm’s inception, 
with a good deal of the appropria- 
tion going to promote the use of 
aluminum utensils as _ against 
kitchen ware made from other ma- 


terials. This is particularly true of 
magazine space which is on the 
whole institutional. 

Newspaper advertising is used 
twice a year to acquaint house- 
wives with special offers available 
at Wear-Ever stores, and dealers 
are supplied with advertising mate- 
rial and urged to advise their cus- 
tomers of the company’s specials. 
Although Wear-Ever spends no 
money on cooperative dealer adver- 
tising, the amount of space used by 
retailers has increased considerably. 


Technique Unchanged 


The basis of Aluminum Cooking 
Utensil’s selling technique, both in 
copy and personal selling, Mr. Gra- 
ble said, remains what it was when 
college boys first started canvassing 
on aluminum pots back in 1901—a 
technique of dramatized demonstra- 
tion. In the early days the magic 
of a new, light metal was drama- 
tized; today convenience of use and 
other claimed advantages of the 
Wear-Ever line are played up. 

Mr. Grable stressed the 1tmpor- 
tance in his company’s program of 
customer and _ clerk education. 


“Your whole elaborate sales and 
advertising effort falls down if the 
girl behind the counter is weak,” 
he said. To avoid this possibility, 
Aluminum conducts extensive work 
at the point of sale, and has just 
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England is a richer market 
than the 22 Western States 
of America 


The answers to the 
following questions may 
help you to get more 
profit from this huge 
market 


uestion: On what figures is the claim 
based that England is a richer market 
than the 22 Western States? 

Answer: In 1937, Great Britain had 
a national income of over $¢g8 a head, 
or over $28 billions in all. The 22 
states west of the Mississippi (at the 
U.S.A, national 


head) had a total income of about 


$21 billions. 


Ze 


average of }<44 a 


been the 


to kneland? 


Question: What has 


recent 


trend of American export 


Answer: They have increased 81°, 
during the last six years. In 1938, 
American exports of food, drink and 
tobacco to England were 62° o greater 


than in 1927. 


} 


Question: Why is national advertisin, 


Caster and cheaper in I ngland than in 
Imerica? 


Answer: Because 47,000,000 people 
are concentrated in a country smaller 
than the State of Oregon—and because 
one single weekly magazine, the Radio 
Times, gives youa national coverage 
of one family in four, at a cost of 
3,000 a page. 
Question: Which English advertising 
medium has the biggest circulation 
among families with over Lg a week? 
Answer: The Radio Times, with a 
total circulation of 3, of which 
over il, are amongst these 


wealthier tamuilies. 


brought out a new film for demon- 
strating to sales people how to make 
their efforts on Wear-Ever more 
productive. 

An outstanding promotion job has 
been done on the company’s Ken- 
sington gift ware, Mr. Grable indi- 
cated. The line, considered the 
firm’s baby, since it is only five 
years old, is made of an aluminum 
alloy. It was designed with an 
“heirloom” quality, to give the ap- 
pearance of old world craftsman- 
ship and still have wearing char- 
acteristics of aluminum. 

The Kensington line, Mr. Grable 
said, was hurriedly launched with 
practically no knowledge of gift 
merchandising, yet today the items 
are carried by more than 600 gift 
and department stores throughout 
the country. Significant of the com- 
pany’s intelligent promotion is the 
fact that only five salesmen are on 
the Kensington staff. 

Aluminum Cooking Utensil, Mr. 
Grable concluded, has its ear to the 
ground to keep its merchandising 
up to date, conducting research, and 
taking suggestions from women who 
use its products and from retailers. 


To Connaughton & Byrne 


Connaughton & Byrne, New York, 
has been appointed national adver- 
tising representative of the Milwau- 
kee Herald Citizen. 


Cambridge University. King's College Chapel in the 
middle, Clare College on the left 


Suestion: What special monopoly is 
enjoyed by the Radio Times? 

Answer: The monopoly of the right 
to publish B.B.C. radio programmes 
up to a week in advance. The result 
is that each copy is read every day for 
a week by go% of its subscribers. 


. * * 


lf you are an American manufacturer 
selling in England and would like to 
have further market facts bearing 
on your particular problem, write to 
the Advertisement Director, British 
Broadcasting Corporation Publica- 
tions, Broadcasting House, Portland 


Place, London, W. 1, England. 


The English weekly magazine with a density of coverage 


four times that of Lite 


RADIO TIMES 


Guaranteed net weekly sales, 3,000,000 


——— 


| 


Mariin Campbell, WFAA, Dallas, seems 


to notice something in the distance, 
while Niles Trammell, NBC, doesn't take 
it too seriously. 


Charge N ewsprint 
Companies with 
Price Conspiracy 


San Francisco, July 12.—Four 
American and three Canadian news- 
print manufacturers were indicted 
today by a special federal grand 
jury here, charging violation of the 
anti-trust laws in connection with 
the manufacture and distribution of 
newsprint on the Pacific Coast. 

The companies indicted were the 
Crown Zellerbach Corporation and 
two subsidiaries, Zellerbach Paper 
Company and Pacific Mills, Ltd.; 
Powell River Company; Powell 
River Sales Company; Hawley Pulp 
and Paper Company, and the Inland 
Empire Paper Company. 

The Canadian companies are ac- 
cused of entering into a combina- 
tion and conspiring with American 
manufacturers to fix newsprint 
prices in the United States. 


Willys-Overland Gets 
$2,500,000 RFC Loan 


Although Reconstruction Finance 
Corporation and Willys-Overland 
officials refused to confirm or deny 
that the RFC had granted the To- 
ledo automobile company a $2,500,- 
000 loan to be available immedi- 
ately, it was learned that the deal 
had been completed several days 
ago. 

The loan will be used as working 
capital and for an expansion pro- 
gram to be started at once. Nego- 


| lotion. 
|views of 


ee 


Skin Lotion Copy 
to Expand 
Following Debut 


New York, July 12.—Acknow). 
edgment of the ability of a certain 
government department to create 


| “stopper” advertisements was made 
| this week when Colloidal Pharma- 
| cals, Inc., launched initial copy in 


local newspapers for Aknasol skin 
Presenting side and front 
“GR 2820,” the “Gir 
Wanted” notice described her as: 
“Hollywood togged, Arthur Murray 
trained, Emily Post tutored” and as 
having an Aknasol complexion. She 
is wanted by some “young man 
about town.” 

Following 


its New York debut. 


| the campaign will be extended to 


Pittsburgh, Wichita, and Minne- 
apolis with 170 line newspaper ad- 
vertisements appearing bi-weekly. 
In the fall Aknasol will go into 
women’s magazines. 

The product is alleged to do dou- 
ble duty, serving as a powder base 
as well as a skin lotion. Its ability 
to clear a skin of blackheads and 
other blemishes is attributed to the 
presence of colloidal sulphur in the 
preparation. 

Future copy will continue the 
light treatment of the first insertion. 


| Typical is one advertisement show- 


ing a girl and a spider web with 
three men in it. The headline is 
“Ruby-deb-deb—three men in her 
web—because of her complexion.’ 
Alfred P. Zabin is the agency. 


Business Paper 
Advertising Up 
in June Issues 


Chicago, July 11.—Advertising 
volume in business papers for June 
was 3.86 per cent ahead of similar 
issues a year ago, according to a 
report on 108 publications just pub- 
lished by Industrial Marketing. 
Business for the first six months of 
the year was off 4.89 per cent as 
compared with the first half of 1938. 

Seventy-seven papers in the in- 
dustrial classification increased 
their June business this year by 
2.19 per cent over a year ago, and 
closed the six-month period with a 
loss of only 6.15 per cent. 

The trade paper group, as indi- 
cated by reports of 21 publications, 
showed a gain for June of slightly 
over one per cent above June, 1938, 
issues, and a fractional gain for the 
first half of the year. 

Ten publications in the class divi- 
sion reported a gain of 7.05 per cent 
for June issues, but closed the six- 


tiations were conducted by J. W. 
| Frazer, Willys-Overland president, 
and Ward Canaday, president 
United States Advertising Corpor 
tion. 


| NESCO Offers New 


Promotion “Quiz” 


National Enameling and Stamp- 
ing Company, Milwaukee, has an- 
nounced completion of its “Kitchen 
Quiz” promotion plan, which will 
|be offered buyers of housewares 
after presentation at the New York 
Housewares Show. 

This promotion plan, involving a 
|consumer contest, is designed for 
promotion of the entire housewares 
department as well as for indi- 
| vidual NESCO items. 


Patt Re-elected Head 
of Cleveland Ad Club 


John F. Patt, manager of Station 
WGAR, Cleveland, has been re- 
elected president of the Cleveland 
Advertising Club. 
| George S. Buehler, vice-president 
and treasurer, was also renamed. 
Horace Treharne was re-appointed 
secretary-manager. 


Myers Advanced 


| Lynn S. Myers, formerly sales 
manager in Western Pennsylvania 
|\for Schenley Distillers Corporation, 
|has been named sales manager for 
|the entire state of Pennsylvania. 


Quick Frozen Foods, New York, 
has appointed James A. Ward Com- 
| pany, Chicago, as its representative 
in that territory 


month period down 4.35 per cent 
from the 1938 volume. 


of | 


“-| Barry to Alco-Gravure 


John B. Barry has been named 
manager of the national sales de- 
| partment of Alco-Gravure Division 
of Publication Corporation, New 
| York. He was formerly vice-presi- 
dent and national sales director of 
Advertising Distributors of America 


| 
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ci Rate, $2.46 per line per million readers 


How We Dethroned a Tyrannical King! 


A 10-year editorial crusade for cotton reduction 


is proving a boon to Southwestern farmers. 


ACK in 1929 when cotton was riding high, 

The Farmer-Stockman suggested to its 
readers that too many bales of cotton were 
being produced and that acreage should be cut 
—voluntarily. 

This warning was repeated several times in 
the early spring of 1930, and continued through 
1931 and 1932. 

As a result of this persistent campaign, 
farmers in Oklahoma reduced the acreage of 
cotton in a three-year period 17 percent. 

Then came 1933 with the first AAA pro- 
gram, the cotton plow-up campaign. Farmers 
in Oklahoma plowed up a higher percent of 
cotton than farmers in any other state. They 
plowed under 29 out of each 100 acres. 

Other cotton campaigns followed, some 
compulsory, some voluntary. Even so, The 
Farmer-Stockman did not let up in its cam- 
paign of presenting the cold facts, namely, that 
export demand for cotton was declining and 
that the use of cotton substitutes was increasing. 

Cotton acreage continued down. In no 
year since 1934 did farmers plant their full 
quota or allotment of acres. During all of this 
time, The Farmer-Stockman insisted that the 
days of glory for cotton were in the past, not in 
the future. 

Not that farmers in Farmer-Stockman terri- 
tory have quit cotton. They haven't. They 


COTTON PRODUCTION GOES DOWN 


Oklahema has long been one of the leading cotton 
states in the nation. It has ranked as high as second 

. seldom lower than fourth, over a long period of 
years. But by 1938 Oklahoma ranked eighth among all 
“tates . . . principally due to the persistent plea of The 
Farmer-Stockman to get on a more solid agricultural 
foundation by reducing cotton acreage and increasing 
interest in livestock and livestock products. 


| By Clarence Roberts | 
Epiror, THe FARMER-STOCKMAN 


| 

| 

| Farmer-Stockman editor Roberts 
is recognized as one of the country’s 
leading authorities on cotton. As the 
various AAA programs have been de- 
veloped Roberts has invariably been 
called to Washington to sit in on con- 
ferences and to advise with other agri- 
cultural leaders. 


will continue to grow the crop, but only in 
keeping with the effective demand. If the use 
of cotton has permanently declined, then our 
farmers have made an adjustment to that fact. 
If demand increases, they will stand ready to 
produce more cotton to meet that demand. 


N the meantime, we have turned our attention 
to a permanent type of agriculture. Basic to 
that program is soil conservation which farm- 
ers in the Southwest have embraced almost as 
a religion. We are making rapid strides to con- 
serve our soil assets and to rebuild its fertility. 
In that program, grass and all kinds of 
pasture crops play an important part. More 
grass calls for more cattle. And the cattle are 
coming in. In fact, a shift has already been 
made from crops to livestock. In the past five 
years the total cash income from livestock of all 
kinds exceeded total cash income from crops. 
More cattle, more sheep, more hogs, more 
poultry! More grass, more silage, more hay! 
These make up the objective of farmers here 


in the great Southwest. We've learned that 


livestock is more dependable than crops. With 
a feed reserve of any kind, the man with live- 
stock can ride out the dry year with his breed- 
ing livestock intact. 

We feel we are well on our way toward 
permanent type of agriculture. With livestock, 
our soil bank account will grow a little bigger 
each year. Income will be spread over 12 
months of the year instead of concentrated in 
the annual sale of the cotton crop. 

Thus ends the tyranny of cotton, and be- 
gins an era of a more enduring prosperity in 


the great Southwest. 


LIVESTOCK PRODUCTION GOES UP 


While Oklahoma farmers reduced their cotton 
income from $63,118,000 in 1933 te $28,721,000 in 
1938, they saw their receipts from livestock and 
livestock products jump from $44,420,000 to 

72,457,000 in the same period, 


x * * 


HE Farmer-Stockman started its cotton re- 

duction crusade in 1928 . . . talked soil 
conservation plans as far back as 1917. As a re- 
sult, Oklahoma farmers are today resting on a 
more solid foundation of practical, money-mak- 
ing farming than ever before. No other force 
in the Southwest exerts such a powerful and 
lasting influence on the lives of the farmers of 
this area as The Farmer-Stockman. And because 
of this, no other medium exerts such an effect- 


ive and permanent stimulus to farm sales. 


THE FARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


THe OKLAHOMAN AND Times *% MustLeTroe Express 


COMPANY 
OKLAHOMA 


% WKY, Oxtanoms Crtry *® KVOR, Cotoravo Senines 


KLZ, Denver (Under Affiliated Management) *% Repaesenten Nationatry By THe Katz Acency, Ine, 
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NAB Continues. 
Ban on Monthly 
Volume Figures 


Turns Down Request to. 
Reinstate Sales Data 
Releases 


Atlantic City, July 11.—Despite | 
the fact that Paul F. Peter, NAB 
director of research, strongly urged 
the association to resume monthly 
issuance of data on the volume of 
broadcast advertising, discontinued 
in October, 1937, the board of di- 
rectors turned down the proposal 
by a 9 to 6 vote here today. 

Mr. Peter’s request was made on 
the grounds that there is a demand 
for such information on the part of 
radio stations, advertising agencies, 
advertisers and other organizations; 
that competing media make similar 
material available; that the asso- 
ciation is the logical source for such 
information; and that issuance of 
the data by NAB headquarters 
would eliminate a considerable vol- 


IMPORTANT COPYRIGHT COMMITTEE AT WORK 


% 


. "a © Z 


Advertising Age peeks in as the NAB copyright committee goes into closed session to discuss one of the convention's most 


important subjects. 


(Seated): Edwin W. Craig, WSM, Nashville; Niles Trammell, National Broadcasting Company; Ed- 


ward Klauber, Columbia Broadcasting System; Neville Miller, NAB president; Samuel B. Rosenbaum, WFIL, Philadelphia; 
1. R. Lounsberry, WGR, Buffalo. (Standing): E. B. Craney, KGIR, Butte, Mont.; Mark Woods, National Broadcasting 
Company; M. R. Runyon, Columbia Broadcasting System; Paul Peter, NAB; Gregory Gentling, KROC, Rochester, Minn.; 
Andrew W. Bennett, NAB counsel; Clair McCullough, WGAL, Lancaster, Pa.; Harold Wheelahan, WSMB, New Orleans; 


ume of inquiries now sent directly 
to individual stations. 

The board, however, elected to 
reiterate the stand taken in 1937, 
when the association dropped the 
activity because it felt that the fig- 


ures were often misrepresented and 
led to inaccurate conclusions by 
uninformed observers as to radio’s 
lush income and profits. 

One of the interesting sidelights 
contained in Mr. Peter’s annual re- 


MOTION PICTURE 


NEW YORK e. 


...and the September, 1939 
advertising revenue GAIN is 


33.88% 


making the EIGHTH consecu- 
tive month to show a GAIN 
over same month last year 


...and the largest September 


revenue in Fawcett history! 


FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS 


ROMANTIC STORY 
SCREEN BOOK 


FAWCETT PUBLICATIONS - INCORPORATED 


CHICAGO ° 


LOS ANGELES 


MOVIE STORY 
HOLLYWOOD 


° SAN FRANCISCO 


Edwin M. Spence, NAB; Joseph Rehm, Columbia Broadcasting System. 


port dealt with a survey conducted 
by the NAB following announce- 
ment last year that the motion pic- 
ture industry’s “Movies Are Your 
Best Entertainment” campaign 
would be restricted to newspaper 
advertising. On the basis of returns 
from 433 radio stations, 60 per cent 
of the nation’s total, Mr. Peter drew 
the following conclusions: 

“The information disclosed that 
station time sales from local mo- 
tion picture houses for the year 
1938 was approximately $650,000. 
This was divided between an- 
nouncements of $470,000 and com- 
mercial programs of $180,000. An 
evaluation of the free publicity 
given the motion picture industry 
in terms of time sales for the year 
was approximately $12,000,000. 
This was divided between the free 
advertising carried on programs 
sponsored by other advertisers at 
$7,510,000 and motion picture pub- 
licity in sustaining programs at 
$4,490,000. 

“This study has been of definite 
value to the industry in NAB con- 
tacts with the motion picture in- 
dustry in an effort to correct a sit- 
uation wherein radio is excluded in 
the advertising campaigns of the 
motion picture industry. It has 
also served to indicate to the radio 
industry the proportions of free ad- 
vertising it has been giving away.” 


Little Liquor Advertising 


Another survey described by Mr. 
Peter, which was inspired by Con- 
gressional consideration of several 
bills to eliminate radio advertising 
of all alcoholic beverages including 
wine and beer, disclosed that 438 
stations last year carried only $23,- 
202 worth of distilled liquor time, a 
portion of which was restaurant and 
night club incidental mention of 
serving mixed drinks. Radio ad- 
vertising of malt beverages totaled 
$1,268,638 last year, while wine ad- 
vertising heard on the air amounted 
to $101,280. Station policy on liquor 


|advertising was broken down as 
follows: 
Per- 
centage 
Accept distilled liquor ad- 
CE tac sdindtice das 6 
Reject distilled liquor ad- 
| WORT ccc cvccscnses 89 
'Failed to answer...... 5 


Accept malt beverage adver- 
i 
Reject malt beverage adver- 


ee ee eee 14 
Failed to answer .......... 3 
Accept wine advertising.... 54 
Reject wine advertising..... 40 
Failed to answer .......... 6 
Plans Grocery Survey 

Data to be collected from 100 
wholesale grocers will be used in 


the preparation of a new field sur- 
vey of wholesale grocery operations 
outlined by John R. Lyman, chief 
of the distribution cost section of 
the marketing research 
Bureau of Foreign 
Commerce. 


Big Drive for 
Oz; Selznick to 
Donahue & Coe 


New York, July 13.—The Wizard 
of Oz, Metro-Goldwyn-Mayer Pic- 
tures’ $3,000,000 production, will 
receive the backing of a $250,000 
campaign, Howard Dietz, advertis- 
ing director of the film company, 
announced this week. 

Placed through Donahue & Coe, 
the expenditure will be broken 
down about evenly between news- 
papers and magazines. The cam- 
paign will lead off with a series of 
teaser advertisements, starting late 
in August in about 125 newspapers, 
to be followed by large space copy. 
The magazine section of the sched- 
ule calls for four-color pages in 
general and women’s magazines as 
well as fan, children’s and parents’ 
periodicals. 

Donahue & Coe acquired another 
film account this week when Selz- 
nick International retained the New 
York agency to direct the promo- 
tion of all pictures produced by the 
former under their distribution ar- 
rangement with United Artists Cor- 
poration for the 1939-40 season. An 
elaborate advertising program is 
being worked out for Intermezzo, 
starring Leslie Howard, and Re- 
becca, an adaption of a Daphne du 
Maurier novel. 


Pro-phy-lac-tic 
Brush and Powder 
Deal Planned 


Florence, Mass., July 12.—Pro- 
phy-lac-tic Brush Company will use 
half-page color advertisements in a 
list of national magazines, starting 
in August, to herald a new combina- 
tion offer of a Pro-phy-lac-tic tooth 
brush and a can of tooth power for 
49 cents. The normal retail price 
of the two items is 90 cents. 

The dentifrice special will be seen 
in Collier’s, Liberty, Life, Look and 
The Saturday Evening Post. An- 
nouncements will also be made on 
the Grand Central Station radio 
program. Lambert & Feasley is the 
agency. 


French Hour Plans 
Radio Campaign 

The French Hour, a series of ra- 
dio programs sponsored by Pinaud, 
Inc., the French Line, the French 
Government Tourist Bureau, all of 
New York, and a number of French 
and American restaurants and man- 
ufacturers, has appointed Modern 
Age Advertising, New York, to con- 
duct an advertising and publicity 
campaign. 

Jerome Beigel is account execu- 
tive and Jo Delinois is director of 
the programs which are presented 
over Station WBNX, New York. 


Vetoes Fair Trade Bill 


The fair trade bill passed during 
the recent session of the Texas 


legislature was vetoed last week by 
Governor W. Lee O’Daniel. 


division, | 
and Domestic | 


Nebraska Shows 
BIG GAINS 


A statewide survey at the end of 
the first 6 months of 1939 shows 
33% more hogs and 15°, more 
cattle on Nebraska farms than for 
the same period last year. 


In this agricultural market hogs 
and cattle mean definite purchas- 
ing power. 


Alert advertisers will not overlook 
the opportunities offered in the 
Nebraska - Southwestern lowa mar- 
ket—covered effectively and eco- 
nomically by— 


0 MA H A 


World-Herald 


National Representatives: O'Mere & Ormsbes '** 
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Two years of intensive research and development resulted in this new 

pressure-sensitive adhesive for use on point-of-sale display material. 

Advertisers will find Kleen-Stik Miracle Gum unsurpassed in perform- 

ance, convenience and utility for use on their exterior and interior 
advertising signs. 


We call ut “Wiracle Gum — eh eet mess os 


your window strips (paper or card- 
board). Will not mar the finest finish. 


. No loss in shipping. Has dealer ac- 
ceptance. Easy to use. Gets pre- 
@ ferred positions heretofore not avail- 


able for point-of-sale displays. 
1. It does not break down or oxidize in hot or cold weather under 


normal advertising usage. * SOLID 
. oy Mn oR Ey 
2. It is waterproof. cutouts Trademarks, Shel Suigs. On 
3. It resists both heat and light. , endars, Decorations. et. 
4. It is crystal clear and transparent when applied over ink or stock. + SPOT 
5. It requires no moisture—merely peel away protective covering and nny Bony EB. By 
] point-of-sale displays. Ideal for blow- 
app y- ups and broadsides. ' 
6. Can be used over and over again. Mitt. 


al YOU TEST IT. Give the new Kleen-Stik Miracle Gum “the 


works’. Prove its amazing performance to your own satisfaction. 
NATION WIDE SERVICE Kleen-Stik’s new Pressure Sensitive Miracle Gum is now available through your own printer and lithographer at the following service plants: 


NEW YORK CITY ST. LOUIS CHICAGO SAN FRANCISCO 
Frank P. Carlson Co., Inc. The Great Western Paper Box Co. Kleen-Stik Products, Inc. Kleen-Stik Products, Inc. 
304 E. 23rd St. 2820 N. 9th Ave. 2900 S. Michigan Ave. 500 Sansome Street 


NREEEN-STINnN NEWS 


> NELEEN- STEIN CAVALCADE — 


There is a steady rise in the sales Government consisting of a four 
curve of the Frank P. Carlson Co., piece display ensemble in full color. 
Inc. of New York City since their ap- e 


pointment as the Kleen-Stik Finish- 
ing Plant for that area. Be sure to The Great Western Paper Box Co. 


see their exhibit at the Graphic Arts has recently been franchised to pro- 


American Air Lines, Pabst Brewing Co., Standard Oil Co., Borden Company. 


Brown & Williamson Tobacco Co., Libby. McNeill & Libby, Standard Brands, 
Joseph Tetley & Co., Glenmore Distilleries. American Tobacco Co., Congo- 


‘hoa is dean duce Kleen-Stik gu lng for printers leum-Nairn, Inc., Swift & Co., Crane Company, Frankfort Distillers, General 
ace and a in St. Louis and Motors, Shasta Water, Bank of America, Chrysler Motors, Kraft-Phenix 

vicinity. 
bad Cheese Corp., Zenith Radio Corp., La Fendrich Cigars, Bell Telephone Co.. 


The Kleen-Stik Service Plant in Lon- The first shipment of Kleen-Stik Mir- 
— England reports delivery of a acle Gum is enroute to John Sands, 
leen-Stik job to the South African Ltd. in Sydney, Australia. 


Philip Morris & Co., The “7-UP” Co., Shell Oil Co., Rath Packing Co., Beich 


Candy Co., and hundreds of other major American manufacturers. 
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July 17, 1939 


Broadcasters to 
Fight for ‘Pay as 


Used’ Music Deal 


ASCAP Contract Not 
to Be Renewed as |s, 
NAB Decides 


Atlantic City, July 13.—The dis- 
satisfaction of radio station opera- 
tors with the terms of the contract 
now in force with the American So- 
ciety of Composers, Authors and | 
Publishers broke out vociferously 
here this week and resulted in a de- 
cision authorizing the NAB copy- 
right committee to proceed with 
negotiations for a new agreement to 
supplant the current contract at its 
expiration Dec. 31, 1940. The mood 
of the broadcasters was reflected in 
a resolution adopted unanimously 
which insisted on a new basis of 
compensation—replacing the 5 per 
cent gross revenue commission now 
paid ASCAP with a fee based on 
music used—and a decision to make 


emergency plans in event no new 


SMILE FOR THE BIRDIE 


Spon 


a: é 


A festive air in the Ambassador's lobby coupled with brilliant weather brought 
smiles to this trio. Leon and Isaac D. Levy, WCAU, Philadelphia, flank Edwin M. 
Spence, NAB secretary-treasurer. 


deal is completed when the dead- 
line rolls around. 

The resolution read: 

Whereas the existing contracts 
between broadcasters and ASCAP 
expire Dec. 31, 1940, and whereas 
ASCAP is now the principal source 
through which music is made avail- 
able to American broadcasters and 
whereas broadcasters are willing to 


pay a fair and reasonable price for 
ASCAP music and thereby encour- 
age composers, authors and publish- 
ers to continue to produce the best 
possible music and whereas further 
the broadcasters believe that any 
fair and reasonable price must be 
predicated upon paying for the 
music used, therefore, Resolved that: 

1. The present copyright com- 


City Zone. 


VORNING 


\\ BUSINESS IS GOOD 
IN THE TROY MARKET 


—Tlederal funds assured for $1,080,000 program to deepen 


Hudson River at Troy, improve city’s harbor. 


—Troy building construction off to early summer boom as con 
tractors start erecting 100 new homes. 


—War Department bans visitors from local arsenal as hundreds 


—Model Shirt Company adds 50% more floor space to handle 


-—General Motors Corp. plans branch distribution plant in 


To make better business for your product in the 
Troy A. B. C. City Zone ‘“‘sell’’ its 119,324 consum- 
ers and thousands more in the trade area through 
The Record Newspapers, the city’s sole dailies. 


THE RECORD NEWSPAPERS 


THE TROY RECORD 


J. A. NIGER. fdvertising Manager 


rHE TIMES RECORD 
EVENING 


" 


|mittee is continued as a_ special 


' 
| 
copyright committee with 
powers and duties herein stated. 

2. The copyright committee is 
authorized and directed through a | 
negotiation committee to conclude | 
with ASCAP a form of contract to 
be recommended to the entire in- 
dustry for a term of years, on a 
basis acceptable to the industry. 

3. The copyright committee is 
authorized to fix a deadline for con- 
clusion of the principal terms of 
such a deal. 

4. The copyright committee, if in 
its judgment no good purpose is 
served by postponement of its dead- 
line, is authorized to prepare such 
measures as are necessary and ex- 
pedient to enable the industry to 
provide sufficient music for its re- 


the | 


expiration of the existing ASCAP 
contracts Dec. 31, 1940. 

5. The copyright committee is 
authorized in such event to call a 
special convention of the industry 
not later than Sept. 15 to vote the 
funds necessary for success of such 
measures. 


Virtually Unanimous Stand 


The copyright problem was one 
of the first subjects that came up 
for consideration by the convention. 
At separate meetings Monday of 


quirements without ASCAP on the | 


newspaper-owned stations, National | 
Association of Regional Broadcast | 
Stations and National Committee of | 


Independent Broadcasters, virtually 
unanimous opinion was registered 
in behalf of a per-program basis of 
ASCAP payments. 

Addressing the newspaper-owned 
station representatives, Neville 
Miller, NAB president, pointed out 
that during the past five years 
ASCAP has had an income of 
$6,000,000, of which $3,800,000 came 


from radio. He recommended 
strongly that all groups within the 


groups, especially smaller stations, 
in an attempt to negotiate separate 
contracts. He warned against such 
handling of the situation. 

Walter J. Damm, managing direc- 
tor of WTMJ, Milwaukee, and a 
member of the NAB copyright com- 


| music, and not on programs that do 
|not use ASCAP music.” 

“I find that 35 per cent of our 
| program revenue comes from pro- 
| grams not using ASCAP music,” he 
declared, “but as I sell more time 
|i have to use more. That fits in 
with the general average of 65 per 
|cent. But if you audit carefully you 
|; may get it down to 50 per cent. A 
lot of stations are afraid auditing 


‘To Televise Lysol Film 


| Gets a Jolt,” cartoon film, over Sta- 
tion W2XBS, New York, of the Na- 
tional Broadcasting Company. Pro- 
| moting Lysol disinfectant, the film 
| will be presented July 27 at 12:30 
jp. m. Lennen & Mitchell, New 
York, is the agency. 


Pynlss Names Mackay 
Pynlss Products, Inc., New York, 
has named Mackay-Spaulding, New 
York, to handle merchandising and 
promotion of Pinlex panties, dia- 
pers without pins. Magazines and 


| many 
|parison of chain stores and inde- 
|pendents impossible, chain stores as 


SERIOUS BUSINESS 


Brass tacks discussion following sales 
managers’ session. Craig Lawrence, KSO- 
KRNT, Des Moines, chairman of the 
NAB sales managers’ committee, with 
Gunnar C. Wiig, WHEC, Rochester, N. Y. 


Chains’ Costs - 
Lower, Wages 
Higher, Says Fund 


York, July 
factors make 


New 12.—Although 


a direct com- 


a whole operate at lower expense, 
pay higher wages and have a faster 
rate of stock turnover than inde- 
pendent establishments. These con- 
clusions were set forth this week in 


broadcasting industry stand to-|a report on a survey of the cost of 
'gether in meeting the copyright |distributing goods in the United 
problem. He indicated that ASCAP|States by the Twentieth Century 
is making overtures to different | Fund. 


According to the survey, indepen- 
dent stores use 28.4 per cent of their 
net sales to pay operating expenses 
while the comparable ratio for 
chains lies between 25 and 27.5 per 
cent. Six fields in which the chains 
showed lower operating costs are 


mittee, announced he would “fight |listed as groceries, combination 
| to the last ditch for the right to pay | stores selling groceries and meat, 
| ASCAP only for using ASCAP department, drug, women’s ready- 


to-wear and shoe stores. 
On the question of wages, the re- 


|search staff found that the average 


annual earnings of chain store em- 
ploye is $1,079 while the average 
for independents is $947. Comment- 
ing on this, the report says, “It is 
abundantly clear that the lower 
total wage cost of the chain stores 
and the higher earnings of their 
employes are related.” 


more machinists are hired to speed Nation’s rearmament | would be a hard executive job, so Modifying Factors 
they want to go along with the)! ree 
program. /present type of contract.” | Among the modifying factors 


listed as making these comparisons 
uncertain are the usually greater 


. size of chain stores, their location 
increased orders. | Lehn & Fink Products Corpora- |i" larger towns and cities and their 

1 tion, New York, will sponsor a tele- | frequently limited services. The 
—Troy City Zone relief cases show marked decrease. vision broadcast of “General Germ conclusions were based on figures 


for 1935, the last year for which 


|complete statistics are available. 


Summing up the general influ- 
ence of the chain stores on the mer- 
chandising system of America, the 
report concludes: “The chains in- 
augurated new methods of buying 
and selling and demonstrated new 
advantages and economies which 
woke up hundreds and thousands of 
independent merchants to the need 
for better shopkeeping and a speed- 
up in the flow of goods.” 

Willard Thorp is chairman of the 


e - 
PRACTICAL BUILDER 


of almost every issue.” 


PRACTICAL 


59 FE. Van Buren St. - - - - - 


; business papers will be used. H. distribution committee of the Fund 
Single medium blanket coverage at only 12c per i Ginel ts aeteuat cacadine (Welds Gueaieined the euiver. 
line makes Troy New York State’s lowest cost = 
major market. "4 

“Have built a house out 


W. R. Mumaugh, Lima, Ohio 


..- One of 


70.000 
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PLYMOUTH SALES HEAD 


Lee D. Cosart, formerly assistant sales 

manager, who has been made general 

sales manager of Plymouth division of 
Chrysler Corporation. 


Harvester Starts 
Drive for Its 


New Small Tractor 


Others Also Seeking 
Share of New Sales 
to Small Farms 


Chicago, July 13. — International 
Harvester Company today climaxed 
several years of preliminary work 
by announcing complete advertising 
plans for its new Farmall-A small 
sized tractor, with production 
already under way. 

Harvester’s campaign plans high- 
light a competitive situation best 
evidenced by the fact that five other 
farm implement makers—including 
Ford Motor Company—are also at 
work on new tractors designed for 
a similar market. 

The small size tractors are ex- 
pected to find their greatest use on 
the smaller farms where larger ma- 
chines have been considered a lux- 
ury. Current estimates place the 
total potential market at 1,000,000. 
At present, more than _ 1,560,000 
tractors are in use, mostly on large 
farms. 

Harvester’s introductory cam- 
paign involves use of more than 35 
national, sectional and state farm 
papers, as well as some trade 
papers. Much of the copy will be 
in color, with initial releases sched- 
uled for this month. 


Priced at $515 


The company produced its first 
Farmall 17 years ago and has sold 
nearly 500,000. The Farmall-A is the 
smallest ever built and is also of- 
fered at the lowest price, $515. In- 

identally, this shaves the figure 

laced by Ford on its new small 
tractor by $70. 
_ Chief copy feature for the new 
farmall-A will be its “Culti-Vision” 
‘na utility appeals. “Culti-Vision,” 
the word implies, is derived from 
‘he fact that the operator instead of 
placed directly behind the 


WTAG 


WORCESTER, 
MASS. 


764,000 central 
New Englanders 
are lined up be- 
hind their No. 1 
station. 


NBC BASIC RED NETWORK 
: YANKEE NETWORK 


DWARD PETRY G CO., Inc. 


National Representative — 


engine, is a bit to one side so that 
he has a clear view of his work at 
all times. Subsidiary equipment 
will enable the farmer to cultivate, 
mow, harvest, fertilize, grind feed, 
thresh grain and haul crops as well 
as plow. Headlights are also avail- 
able for the tractor for night work. 
Company spokesmen said that in 
an average field the Farmall-A will 
plow five acres a day even in sec- 
ond speed. This is two and a half 
times as much, it was added, as a 
man can plow with two horses. 
Production capacity at the plant 
here is 53 machines per day. This 
figure is expected to rise to 80 with- 
in a week. Aubrey, Moore & Wal- 
lace is the agency for Harvester. 
Other companies, in addition to 
Harvester and Ford, who have re- 


THERE 


plus Authoritative Significance . 


Newsweek THE MAGAZINE 


cently announced tractors ranging 
in price between $500 and $600, 
are Allis-Chalmers Mfg. Company, 
Fate-Root-Heath Company, Cleve- 
land Tractor Company and Deere 
& Co. 


New “Comfort-Cab” 


Another development in the field 
this week was the announcement by 
Minneapolis-Moline Power Imple- 
ment Company of a new Comfor- 
tractor, following the success of the 
first such machine put on the mar- 
ket last fall. 

This Comfortractor is equipped 
with a cab and a variety of other 
conveniences designed to render its 
operation almost as pleasant as sit- 
ting in an air conditioned theater. 
The new Comfortractor is the com- 


pany’s two-row cultivating Uni- 
versal “R” machine. While it doesn’t 
have air conditioning, it is equipped 
with a six-volt fan, enabling the op- 
erator to glide breezily along in 
cool comfort in his cab, even though 
the sun is beating down relentlessly 
outside. 

There is also a radio, a cigar 
lighter and a heater for an equal 
degree of comfort on cold days. 

While it may be viewed as a lux- 
ury, the Comfortractor, according 
to executives of Minneapolis-Mo- 
line, was placed on the market in 
response to requests made by the 
farmers themselves. Investigators 
were sent out to interview farmers, 
to find out what they wanted in a 
tractor that they did not possess. 
The answer, according to the com- 


WATCH NEWSWEEK 


IS SIGNIFICANCE 


IN NEWSWEEK’S 
IN ADVERTISING LINAGE FOR JUNE this year, compared 
with June of 1938. 


120¢; 


pany, is the cab and its added con- 
veniences. It’s price is under $1,000. 


Arizona Broadcasting 
Adds Three Stations 


Stations KWJB, Globe; KCRJ, 
Jerome, and KUMA, Yuma, have 
been added to the network of the 
Arizona Broadcasting Company, 
Richard J. Lewis, general manager, 
has announced. 

ABC headquarters are located in 
Phoenix. 


Gets Barclay Account 


Brooke, Smith & French, Detroit, 
has been appointed to handle the 
advertising of Jas. Barclay & Co., 
Ltd., Detroit, subsidiary of Hiram 
Walker & Sons, Walkerville, Ont., 
effective Sept. 1. 


J ERA 


oe ae ee ee ee 


GAIN 


But Newsweek's impressive advertising gain record, greatest among all 


is at the highest point in history . . 


300,000 guarantee upon which rates are based. Present circulation delivers 


circulation bonuses will rise to even greater heights. 


magazines, is just one phase of its striking progress. Circulation, too, has 


been climbing consistently. Every issue this year has been far above the 


. and during the coming fall season, 


The reason? Newsweek's three-dimensional formula of Objective News 


.. Forecasts . . . Signed Opinion . . 


tracting articulate, above-average families at an accelerating pace. 


Otto H. Falk, Chairman of Allis-Chalmers Manu 

facturing Company, says: “I read Newsweek 
regularly: it covers a fine variety of subjects and 
they are written most interestingly. Another point 
the printing - 


of meritt 


tt ts easy on the eves.” 
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NAB Bureau of 
Radio Advertising 
Moves Forward 


Convention Voices Ap- 


proval of Plans for Sales 
Work 


Atlantic City, July 13.—That the 
brisk competition among major ad- 
vertising media for advertisers’ dol- 
lars is destined more and more to 
take the form of a presentation of 
the medium story first and the fa- 
cilities of the individual radio sta- 
tion, newspaper or magazine sec- 


basic presentation that will dra- 
matize the place of the medium in 
the advertising sun. Considerable 
attention was also showered on the 
activities of the expanded Bureau 
of Advertising of the American 
Newspaper Publishers Association, 
and mention was likewise made of 
reports that national magazines are 
considering the possibility of formu- 
lating a cooperative promotional 
program. 

To many who listened to discus- 
sions of the NAB bureau, especially 
broadcasters who are affiliated with 
newspapers, mention of the pro- 
gressive moves made in _ recent 
months by the ANPA bureau 
brought knowing smiles. For many 
of these observers recalled the ex- 
tensive discussions of promotion 
aggressiveness on the part of ra- 
dio which have featured numerous 
newspaper meetings and which in- 


ond, was forcibly demonstrated| variably cropped up during the 
here this week when broadcasting | course of the campaign to broaden 
executives laid plans for immediate | the scope of the ANPA bureau's ac- 
development and expansion of the | tivities. 
NAB Bureau of Radio Advertising. | 
Wherever the subject was brought 
up—in convention sessions and in- 
formal conversations—there was 
general agreement that radio needs 
a general clearing house for the radio executives, the NAB sales 
compilation of successful advertis- | managers’ committee heard Paul Pe- 
ing promotion ideas, as well as a ter, NAB director of research, round- 


Some Criticism Voiced 


Although the discussion of the 
newspaper bureau’s recent work for 
the most part drew praise from the 


ly criticize the ANPA compilation of 
expenditures in major advertising 
media for 1938. The figures on 
spot broadcasting, he charged, were 
underestimated by at least 50 per 
cent, while the expenditures in ra- 
dio listed for beer advertising were 
also minimized. 

The sales managers expressed the 
belief that compilation of such fig- 
ures should be one of the functions 
of the radio bureau in order to help 
the medium maintain its competi- 
tive standing. The development of 
a series of case histories showing 
radio advertising success stories, 
similar to the “Blue Book” issued 
recently by the ANPA bureau, was 
also held to be an important under- 
taking for the immediate future. 

In outlining the scope of the ra- 
dio bureau, Edward M. Kirby, NAB 
director of public relations, stressed 
the need for embarking on a con- 
sumer relations program in order 
to counteract attacks that are un- 
dermining public confidence in ad- 
vertising. Such work, he said, 
might well be conducted in con- 
junction with other media. 


Issues Book on Posters 


Outdoor Advertising, Inc., New 
York, has issued “100 Best Posters 
of 1938,” a book being distributed 
to advertisers and agencies. 


COCKTAIL PARTY PEPS THEM UP 


It was the RCA cocktail party that brought on these joyous faces: W. M. Havens, 
WMBD, Peoria; Richard Mason, WPTF, Raleigh, N. C.; R. P. May, RCA Mfg. 


Company; and Bob Mitchell, WMBD. 


No Desire to 


Curb Radio, Says 
President's Aide 


Atlantic City, July 12.—Reassur- 


The Knack 
of Selling Yourself 


Are You Interested in... 


Keeping yourself in the spotlight 

How to stay young the rest of your life 
Eight tips for successful public speaking 
Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 
Eleven ways to be an enthusiastic person 
Speak up for yourself!—no one else will 
Exercises in creation, invention, production 
Creating an illusion of super-ability 
Learning to speak correctly 

How to develop a personality that clicks 
Be egotistic—and make them like it 
Approach—the art of making contact: 
Letters that uncover a world of friends 
The secret of being a good mixer 
Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connections 
How to get people to help you 

The price you put on your own head 
Eight main ways of selling yourself 
Developing a natural front 

The value of making yourself a nuis 
How to get people to like you a lot 
Think straight—the basic rules of logic 
When to high pressure” tactics 
Getting others involved in your projects 


ince 


use 


Making people do what you want them 
to do 

The invisible art of suggestion 
That air of assurance—how to cultivat: 
Calling people by their first names 
Marks of a high-keyed expensive emp! 
Putting pey our get-ahead plar 
Legi ite bribery—devices in opportunism 
Playing } the de sratic attit ide 
Be isistently self I lividend 
Ch inge study of ‘big 
Making 100 imy t tacts in a year 
How cultiv i eak ty 
Why w lf 1 me t 
W he J ve é head 

te hat 1 

id 
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iM ecretor 

juire J 
Making irsé indi 1k I 
Nay w! rou CA) ‘ 
people 
Boiling it j 
rk 1 helr 
elf 


.. aren't those the things you would 
like to know about? They are all in 


this new, different book! 


Are you getting ahead as 
rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 


important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You've got to tell the 


world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 


buyer, He shows how little real 
ability counts if it isn’t sold 
right. 


“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 


the knack of selling 


they face 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 

No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 

Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 


arrived. It’s a book for ordinary make your own breaks. Send 
folks about the biggest problem back the coupon today. 
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ance that the federal government 
‘has no desire to inject itself into 
\the operation and control of radio 
, broadcasting or to curb freedom of 
|radio was brought to the National 
| Association of Broadcasters here 
|yesterday by Stephen Early, secre- 
tary to President Roosevelt. 

| The message was considered 
|timely in view of the indignation 
registered a few weeks ago over 
newly promulgated rules on short 
wave broadcasting by the Federal 
Communications Commission, and 
the widespread criticism expressed 
in many quarters following the re- 
lease of a series of transcriptions 
explaining the operation of various 
governmental agencies, under the 
auspices of the National Emergency 
Council. 

Mr. Early took issue with the 
| viewpoint that the broadcasting in- 
| dustry lives “in a constant state of 
\fear that your licenses may be 
|taken from you and that, therefore, 
you must spend too great a part of 
your time and give up too great a 
part of your time on the air in try- 
ing to please the big, bad govern- 
|ment.” Denying that the govern- 
ment is “standing over you with 
hand outstretched ready to snatch 
away your precious license,” he de- 
clared: 


| 


Few Revocations 


“Of the 700 odd radio stations, the 
vast majority of whom have had 
their licenses regularly renewed 
since 1927, I am told that less than 
a half dozen have had their licenses 
revoked for cause. Since the Com- 
munications Commission was cre- 
ated in 1934, the records show that 
only a single station has failed to 
obtain its renewal of license—and 
that for some violation of technical 
engineering regulations. 

“Thus it would seem that there 
has been no perversion of the duty 
of the regulatory authority to ex- 
amine periodically the station’s rec- 


brief history of radio regulation af- 


|threat to the fundamental Ameri- 
| can right of freedom of speech. 

| “Nevertheless, certain myths have 
grown up which deserve examina- 
tion. 
cracked is censorship. The Com- 
|} munications Act of 1934—I am cer- 
tain you have recently read this sec- 
tion—says “nothing in this Aet 
should be understood to give the 
Commission the power of censor- 
ship and no regulation or 
condition shall be promulgated or 
fixed by the Commission which 
shall interfere with the right of 
free speech.”” There is nothing am- 
|biguous or equivocal about that 
l\language. Legalists may quibble 
over its commas and semicolons but 


I stick to the interpretation that it | 


| 
| means what it And should 
this Commission or any of its suc- 


Says 


fords no conclusive evidence of any | 


The first myth that should be | 


= 


cessors promulgate any regulation 
that violates that section, broadcast- 
ers have the remedy of judicial re- 
view and, if you can’t get in the 
courthouse, you can ignore the 
regulation until the Commission 
takes you there. 

“The myth of censorship and the 
fallacy that broadcasters goose-step 
to official pressure seem to a side- 
line observer to be the twin bogey- 
man of radio. In my opinion 
freedom from official censorship, 
freedom from domination by any ad- 
|ministration or political party rests 
with the radio itself. So long as its 
|operations reflect the “doctrine of 
fair play” as expressed by the pro- 
vision of the statute governing po- 
litical broadcasts, so long as pro- 
grams are interesting, informative 
and clean—in brief so long as radio 
serves democracy, it will remain 
free.” 


“Homes & Gardens” 
Widens Editorial Drive 


Better Homes & Gardens has an- 
nounced a new editorial program 
featuring the fact that an estimated 
50 per cent of the country’s homes 
are built by operative builders for 
resale. Readers of the magazine, it 
is announced, can now obtain a 
wide variety of information on 
questions pertaining to buying, 
building or remodeling homes. 

The entire program is being mer- 
chandised and advertised in both 
general and _ trade _ publications, 
offering in the former, a book titled 
“How to Buy a Better Home.” 


NBC Builds Blue Net, 
Shifts Personnel 


Expanded promotional activity on 
behalf of the National Broadcasting 
Company’s Blue network has been 
announced by Keith Kiggins, re- 
cently appointed manager. 

In addition, Mr. Kiggins an- 
nounced these personnel shifts: 
Peter Zanphir, sales manager of 
Redbook, will join the network next 
month; Phillip Carlin will become 
program manager, and John Norton, 
station relations manager. A. L. 
Nelson is sales manager. 


Joins Willys-Overland 
Darrell C. Roberts, for six years 
in the sales promotion department 
of Chrysler Sales Corporation, has 
|been appointed assistant to M. J. 
Golden, sales manager of Willys- 


,ord. What, then, is the basis for |Overland Motors, Toledo, O. 
the clamor that radio’s freedom iin 
may be invaded? Certainly the Two Join Agency 


Witt K. Cochrane, Jr., formerly 
with W. K. Cochrane Advertising 
Agency, Chicago, has joined Foste! 
& Davies, Cleveland, as copywriter 
James L. Bourke has joined thé 
agency as publicity man. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKEI 


through its coverage of wholesalers and 
tailers who sell seed and other horticulter® 
and agricultural items to 41,000,000 farmer 
ind suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chiceg® W. 
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Miracle-Tuft Drive 
Sold 7,000,000 


Brushes in 7 Months 


‘39. Volume Up 48% 


Following Barrage of 


Color Pages 


Chicago, July 13.— Although the 
new Miracle-Tuft tooth brush of 
Weco Products Company has been 
on the market less than a year, a 
heavy and consistent advertising 
drive enabled the company to report 
the sale of more than 7,000,000 
brushes in seven months. 

This was revealed here today by 
company spokesmen commenting 
upon the campaign which started in 
October and ran through June. 
Enormous sale of the new brush, it 
was also disclosed, helped the com- 
pany to show a 48 per cent gain in 
sales during the first four months 
of the year, in contrast to a 2 per 
cent decline for the industry. 

With production problems out of 
the way, Weco wasted little time 
last fall in letting advertising — 
and plenty of it—do the job of in- 
troducing the new brush to the pub- 
lic. Opening gun in the campaign 
was a color spread in The Satur- 
day Evening Post. This was fol- 
lowed by other spreads and full 
pages in this magazine and in The 


American Weekly, Collier’s and 
Life. All copy appeared in full 
color. 


Incidentally, the 7,000,000 sales 
figure includes only those brushes 
sold between Sept. 1 and April 1. 
Subsequent months have substan- 
tially increased the total. 


Made from Exton 


The brush itself comes very near 
to being one of those products 
which seem certain—if successful— 
to put a manufacturer out of busi- 
ness. The brush is made from Ex- 
ton, a du Pont product emerging 
from coal, air and water after a lot 
of research. In this respect it is 
similar to nylon, the piece de resist- 
ance of the recently publicized 
hosiery. 

For the scientific minded, nylon 
is the generic term for all materials 
known as “synthetic fiber-forming 
polymeric amides having a protein- 
like chemical structure.” 

The Miracle-Tuft isn’t expected 
to last forever. Conservative esti- 
mates give it twice the life of the 
standard Weco brush. To date, 
Weco has experienced no decline in 
sales that might be expected be- 
cause of the longer lasting feature. 
Repeat sales are expected in eight 
or nine months instead of three or 
four. 

Weco views the future philo- 
sophically, emphasizing that “no 
manufacturer has ever been hurt 
by improving his product.” 

It hopes that the improvements 

the Miracle-Tuft will increase 


WEBR’S NEW HOME 


CENTRE’ 


most modern in Y. S. 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


LEAVES ASSOCIATION 


H. J. Payne, who has resigned as execu- 

tive vice-president of Associated Business 

Papers, Inc., to become vice-president of 
F. W. siti Senperenen. 


sales are spaced farther apart. 
Traded in Old Stock 


in glass tubes. This offer 


by the heavy advertising. 


the factory, 
offered to the trade for sale at 33 
cents, minimum, under fair trade 
laws. Weco’s packaging technique 
also gave it access to a copy claim 
which the company says is possessed 


by no other toothbrush manufac- 
turer. New laws prohibit the state- 
ment “sterilized” on any brush 


other than one which has been 
made surgically sterile. Dr. West’s 
is the only one able to make this 
claim, company spokesmen said. 

Miracle-Tuft is also packed sur- 
gically sterile in glass tubes. Priced 
at 50 cents, its sale appears to have 
been little affected by the 33 cent 
price on the Dr. West. 

Some extent of the scope of the 
Weco campaign is reflected in sta- 
tistics advanced which show that 
since Oct. 31, Dr. West copy ac- 
counts for 67 per cent of all news- 
paper and magazine toothbrush 
copy. 

Miracle - Tuft is distributed 
through 168 wholesalers and sold 


When the new brush was put on 
the market, Weco told retailers that 
it would replace all old-style Weco 
brushes with the new model, packed 
helped 
the retailer to cash in immediately 
upon the consumer demand created 


The old brushes were returned to 
repacked and again 


Radio Stations, 


Simmons Company 
Targets of FTC 


Washington, D. C., July 11.—The 
Federal Trade Commission entered 
on a busy week yesterday with 
announcement of a stipulation on 
advertising practices entered into 
with six broadcasting stations, issu- 
ance of a complaint against the 
Simmons Company, and announce- 
ment of hearings involving Best 
Foods, Inc., and Jergens-Woodbury 
Sales Corporation, among others. 

In the broadcast cases, involving 
KDYL, Salt Lake City; WJDX, 
Jackson, Miss.; KGVO, Missoula, 
Mont.; WOW, Omaha; KFRU, Co- 
lumbia, Mo., and WTCN, Minne- 
apolis, the commission announced 
that these stations “agreed to cease 
representing, directly or by implica- 
tion, that their respective stations 
have a certain power unless that 
power is actually used by them 
during the entire broadcasting 
period, or unless it is clearly ex- 
plained in direct connection with 


—=Jeach representation that such power 
the number of users from four to 
ten million and that larger net vol- 
ume will result, even though repeat 


is authorized and used only during 
certain specified hours.” 

The cases hinged on the fact that 
all of the stations mentioned have 
permits for use of higher power 


during the day than at night, and 


the commission asserted that udver- |“ 


tising of the day power “might mis- 
lead some prospective purchasers of 
radio facilities.” 

Discount at Issue 

The Simmons Company, maker of 
metal beds, mattresses and allied 
products, is accused of unlawful 
price discriminations in violation of 
the Robinson-Patman act, through 
the use of a sliding scale of dis- 
counts under which purchases of 
$200,000 or more during a calendar 
year earned a 5 per cent discount, 
whereas those of less than $50,000 
earned no discount. 

According to the FTC, Simmons 
allowed the quantity discounts to 
syndicates and buying chains pur- 
chasing on behalf of members 
whose individual purchases did not 
warrant discounts, whereas com- 
peting retail units could not secure 
equal discounts. 

Hearings for the purpose of 
taking testimony in the Best Foods 
case, involving alleged misrepresen- 
tation in the sale of oleomargarine, 
were scheduled for four cities 
throughout the country, while simi- 
lar hearings in the Jergens-Wood- 
bury case, alleging unfair competi- 
tion in the sale of soaps and cos- 
metics, were scheduled for today in 
Cincinnati. 

The FTC also ordered Wyeth 


Chemical Company to discontinue 
false and misleading representa- 
tions in the sale and distribution of 
Freezone, a preparation for the re- 
moval of corns and callouses,” and 
to cease from representing that the 
product, or similar products, will 
cure corns or callouses or prevent 
their formation or recurrence. The 
company is also ordered to cease 
asserting that corns have roots. 

Included in the week’s FTC activ- 
ities was a complaint against Amer- 
ican Oil Company, which asserted 
that this company sold Amoco and 
American gas to a Washington taxi- 
cab company at prices lower than 
those available to distributors and 
service stations, and that while the 
contract specified that this gas was 
not to be resold, it was in fact re- 
sold to the public, and that “the fact 
of such resale has at all times been 
well known to the American Oil 
Company.” 


i) oe 

Sports Age” to CCA 

Sports Age, business paper pub- 
lished by Geyer Publications, New 
York, has become a member of 
Controlled Circulation Audit, Inc., 
New York. 


Inselbuch Leaves Coward 


Simon Inselbuch, director of ad- 
vertising of Coward Shoe, Inc., New 
York, since 1930, has resigned. 


direct to chains whose annual vol- 
ume exceeds $1,000,000. 

J. Walter Thompson Company is| 
the agency for the account. 


Philadelphia Women 
Name Margaret Ocker 


Margaret E. Ocker, publisher of 
the North Philadelphia Chat, Tioga 
News and other sectional newspa- 
pers, has been elected president of 
ithe Philadelphia Club of Advertis- 
ing Women. 

Other officers include Elizabeth | 
Wilson, vice-president; Edith R.| 
Hawk, treasurer; May Defferly, cor- | 
responding secretary, and Irene | 
Maher, recording secretary. 


Plan Printing Exhibits 

More than 150 manufacturers will 
be represented by exhibits at the 
Fifth Educational Graphic Arts Ex- 
position to be held at Grand Central 
Palace, New York, Sept. 25-Oct. 8. 
Among the displays will be working 
exhibits, showing machinery used 
to produce printed and lithographic 
work in operation. 


Editors Judge Displays 

Three home service editors will 
act as judges for the national dealer 
window display contest to be held 
in connection with the second an- 
{nual National Washer and Ironer 
| Week, Oct. 14-21, sponsored by 
| American Washer and Ironer Man- 
|ufacturers Association. 


| 


Gray in Lancaster 


Jerome B. Gray & Co., Philadel- 
phia agency, has opened an office 


b- Lancaster, Pa., with Everett H. 
Jones in charge. 
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ee . and advertise your products in ne ng 
the ONE 


publication that offers all of the fol- <F adh 
‘lowing advantages. . . 4 
1. Complete, all-inclusive coverage . . . 4 


INSTITUTIONS Magazine . 


‘over 55,000 copies monthly. 


2.Read by the all-importent RIGHT 
MEN ... the men with the POWER 


to PURCHASE. | 


3.A planned editorial policy that de- 


velops an intense reader interest. 


4.A sales producer . . . creates wide 


acceptance and prestige. 


5. Backed by a company with 50 years 


of publishing experience. 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by mag v 
Hotels 
Hospitals and sanatoriums 6,1 
Schools and colleges..... 
Come 04 sents Pas svsaes 
Homes: schools for deaf, 
blind, asylums, etc..... 1 

Jails, houses of correction, 

penal institutions...... 


Steamship lines and dining 
car systems......6++-- 


eS 


Outfitters or jobbers, and 
their salesmen......... 
Institutional departments 


,870 


Gov't. Inst’ns & CCC Compe 1,812 a] 
12,227 


Power and gas companies 290 
3,743 


The reader-buyers of 


(Quire, RNISHING OLCORATING MAINTAINING § @E MODELING ) 


Published Monthly 


INSTITUTIONS Magazine are the 


men and women who are responsible for the recommen- 
dation and actual buying of the various products used 
throughout their respective institutions. 


The primary functions of these reader-buyers are the 


equipping and furnishing of their institutions . . . the 


decorating . . . the remodeling . . . the maintaining. 
That's why INSTITUTIONS Magazine proves so interest- 


tH institutions. 


offers you the idea 


Restaurants............- 

Building owners and products. 
URAMAAOTS sos e'v voce went 3,074 

Real estate departments 
of insurance companies 78 


institutions) you can 


of department stores... 132 products. Advertise 
Architects specializing in 

we tornewndy nF ‘hei Magazine e 
i salesmen pos agents... . ibe BUYERS. 
| eee TOTAL 55.215 

ccs ae Monthly 

A Domestic = 90 
; _. Engineering 
p Publication 


re j ion of This Issue 
waa o9,0 000 ee 
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ing to these reader-buyers each month. 
is devoted to those problems—common to all classes of 


have the power to P 


Editorially, it 


And because its readers ARE the men and women who 
urchase, INSTITUTIONS Magazine 
method to tell them about your 


With its All-inclusive Coverage (reaching all classes of 


be sure that the intense reader 


interest generated by INSTITUTIONS Magazine each 
month will result in an increased acceptance for your 


your products in INSTITUTIONS 


. the ONE with more than 55,000 reader- 
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Greater Share of 
Retailers’ Budgets 
Goes Into Displays 


Newspapers Also Gain, 
Study of Department 
Stores Shows 


New York, July 12.—An increas- 
ing percentage of the department 
and specialty store promotional 
budget is going into newspaper ad- 
vertising and window and interior 
display, an analysis of publicity ex- 
pense for 1937-1938, just completed 
by the sales promotion division of 
National Retail Dry Goods Associa- 
tion, reveals. 

During the period studied, display 
accounted for 13 cents of the pro- 
motion dollar, compared with only 
10 cents in 1934, while newspapers 
absorbed 64 cents, 2 cents more 
than in 1936. 

Other items on the promotion 
budget remained unchanged or did 
not fare so well, in comparison to 
1936 standards. Advertising pay- 
roll’s share of the dollar unit still 
stood at 8 cents, production costs at 
4 and direct mail at 5. “Miscel- 
laneous expenses,” which includes 
poster advertising, car cards and 
other media, slumped to 6 cents. 


Display Making Gains 


In commenting on the findings, 
Alan A. Wells, manager of 
NRDGA’s sales promotion, who 
conducted the study, attributed the 
gain of display to an increasing 
recognition of its place in the pro- 
motion picture, though admitting 
the possibility that the 18 per cent 
rise in the medium may be attribut- 
able to decreased net sales in many 
stores as well as higher expendi- 
tures in the classification. 

A general increase in the per- 
centage of dollars spent for promo- 
tion by stores in relation to net 
sales, the report finds, may be 
placed at the door of declining busi- 
ness in 1938. A peculiar aspect of 
the figures cited is that the percent- 
age of promotion costs seems to rise 
with the volume of business. In 
the under $500,000 class, the promo- 
tion budget in 1938 was 4.59 per 
cent of sales, compared with 4.51 
per cent in 1937. Stores with sales 
of $500,000 to $1,000,000 registered 
4.64 per cent against 4.33 the pre- 
vious year. 

In the $1,000,000 to $2,000,000 
category the figures were 4.78 
against 4.72; $2,000,000 to $5,000,000, 
5.01 compared with 4.99 in 1937; in 
stores showing sales of $5,000,000 
to $10,000,000 the percentages were 
5.19 against 5.07; $10,000,000 to $20,- 
000,000 5.35 as compared with 5.31 
in 1937; and in the class above 
$20,000,000, the 1937 figure of 5.29 
per cent had grown to 5.44 in a 
year. 


More Institutional Copy 


Mr. Wells said that his depart- 
ment, in analyzing the promotion 
expenses of department stores last 
year, was impressed with the in- 
creasing number of public relations 
programs inaugurated in 1938 and 
since. Many stores, he said, have 
adopted the practice of devoting 10 
per cent of the advertising budget 
to institutional copy, as part of such 
a program. Advertisements, he de- 
clared, are more and more being 
pointed to develop in the customer 
an acceptance of the store as a 
whole, rather than the selling of 
the goods of an individual depart- 
ment. 

Other objectives of these public 
relations programs, he said, are to 
determine customer preferences in 
merchandise and service, and to 
meet them; and to coordinate all 
forces, such as publicity, merchan- 
dising information, service attitude 
and employe enthusiasm, with the 
view of closing more and more sat- 
isfactory transactions. 


O’Brien Leaves McCann 


William O’Brien has_ resigned 
from the outdoor department of 
McCann-Erickson, New York. 


Mathes Promotes Keeley 


Joseph C. Keeley has been named 
head of the publicity department of 
J. M. Mathes, New York, succeed- 
ing Charles Heaslip, who resigned 
to establish his own public relations 
office. Mr. Keeley has been with 
the agency for the past year and 
was previously in the publicity de- 
— of N. W. Ayer & Son, New 
York. 


“Sunset” Names Cole 

Sunset Magazine, San Francisco, 
has appointed F. E. M. Cole & Son 
as representative in the Chicago 
territory. 


Nichols Moves 

John S. Nichols, New York adver- 
tising photographer, has moved to 
604 Fifth avenue. 


Mere Beauty Held 
Insufficient for 
B&O Stewardess 


Baltimore, July 13.—The ste- 
wardesses on the Baltimore & Ohio 
trains have set out to get themselves 
talked about and, incidentally, to 
have the talking do a promotion 
job for the railroad, it was disclosed 
today. 

Passengers on the B&O trains 
served by the stewardesses are 
being given a folder bearing a mes- 
sage from the latter’ which reads 
in part: 

“IT hope you enjoy your trip... 
and please do go home and talk 
about us. We enjoyed having you 


as a passenger and we believe you 
enjoyed our service. 


Approves of Gossip 


“Without meaning to boast, we 
think we have had quite a lot to 
do with your comfort and pleasure 
on this trip. So now go home and 
gossip all you want about it. Mean- 
while, could we have the names and 
addresses of some of your friends 
who plan to travel, so that they, 
too, might enjoy this service?” 

The stewardess signs her name to 
this message before distributing it. 
At the end of the trip, she forwards 
the names received to the company 
headquarters. There they are tab- 
ulated and transferred to various 
passenger representatives for fol- 
low-ups. 


Gillespie Promoted 
J. T. Gillespie, Jr., has 

named assistant to the president of 
Wilson Welder & Metals Company 
New York, affiliate of Air Reductior, 
Sales Company. Mr. Gillespie 
whose new duties will include sales 
promotion activities, was formerly 
assistant manager of the centra] 
division of railroad sales of Airco 
in Chicago. 


Price Has New Post 

Joe F. Price, formerly head of 
Price-Gourlay Advertising Agency, 
Vancouver, B. C., has Mn ap- 
pointed national advertising and 
promotion manager of the Van- 
couver News-Herald. The agency 
has changed its name to Gourlay 
Advertising Agency. 
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United Wall Paper 
Maps Extensive 


Consumer Drive 


Chicago, July 12.— United Wall 
paper Factories, Inc., an organiza- 
tion producing about 20 per cent of 
all wall paper in this country, to- 
day outlined plans for what is ex- 

cted to be one of the largest con- 

sumer drives ever launched in this 
jield. 
g While United’s headquarters are 
jocated here, it has five factories 
and national distribution for its 
products. Its plans for 1940 were 
announced coincident with appoint- 
ment of Hays MacFarland & Co. as 
agency for the drive. 


The tentative schedule includes 
two-color copy in American Home, 
Better Homes and Gardens, Col- 
lier’s, Good Housekeeping and The 
Saturday Evening Post, with first 
insertions to appear early in the 
spring. 

Copy will emphasize an improved 
wall paper recently produced in the 
company’s laboratories. Attention 
will also be given the company’s 
line of washable wall papers. 
Joseph Seguine is advertising man- 
ager of the company. 


Rouse Joins Croydon 

Wallace G. Rouse, Jr., formerly 
with Roberts & Reimers, New York, 
has joined Croydon Advertising 
Agency, New York, as account ex- 
ecutive. 


Distiller’s Price 
Injunction Covers 
Entire County 


New York, July 12.—National 
Distillers Products Corporation 
today announced that it had ex- 
tended its “injunction plan” of fair 
trade enforcement to Bristol County, 
Mass., continuing the experiment 
sucoessfully initiated earlier in 
Binghamton, N. Y., and Springfield, 
Mass. 

Under this plan, as reported in 
ADVERTISING AGE April 24, retail 
liquor dealers agree to a consent 
injunction, barring them from sell- 
ing any of National’s products below 
the fair trade price. The coopera- 


tion of the retailers was extended 
in this case as in previous instances. 
The Bristol County injunction has 
been entered against 80 retailers. 

The Bristol County Package 
Stores Association said, “As you 
have an injunction against the 
entire county, we feel that the good 
it has done in the city of New Bed- 
ford alone was well worth the effort 
that was put into it, as it has 
cleaned up a bad price cutting sit- 
uation. 

“It is our belief that it was neces- 
sary to enforce this plan to protect 
the retail trade. In return for this 
good work, we will give your com- 
pany 100 per cent cooperation.” 

Other cities in Bristol County in- 
clude Fall River, Attleboro and 
Taunton. 


HEN you consider that 
probably made out of cotton, the buttons on 
your vest were once sour milk, and your new 

golf socks sprang from a soy bean... well, you 
can’t be sure just what they’ll be doing next. 


For that laboratory fellow with the test tubes is 
doing some wonderful things these days. He spends 
his time making something out of nothing. 


Take Nylon, for instance. That’s the new chemi- 
cal wonder that is apt to make a lot of silk worms 
figure life just isn’t worth living. It’s strong, elastic, 
and beautiful... and made out of water, coal, and air! 


Or Vinyon, a product with similar abilities but 


made out of natural gas! 


Then, the chemists are offering “wool” which 
comes from a cow’s udder... “linen” that once 
grew as spruce and hemlock forests . . . dress mate- 


rials made of glass. 


And in at least one country they’re making a 
Wool-like material out of fish glue. 


your fountain pen is 


Wonderful? You bet it is. And interesting reading 
in any magazine. But mighty important reading in 
a certain magazine. 
For this news is more than just interesting to 
the millions who grow cotton and raise sheep 
today. It’s right down next to their livelihood. 


That’s why you’ll find Ben Hibbs’ article, The 
Bogy of Synthetics (and note that word “bogy’”), 
in Country Gentleman... where most of the writ- 
ing always concerns livelihood. 


Probably no other magazine has as good reason 


for existence as Country Gentleman. And probably 
no magazine ever lived up to its reason so well. 


From the beginning Country Gentleman has had 


a special subject to deal with...the lives of its 
people. And from the beginning it has rendered 
special service to that special subject. 


That’s why no idea backed by the pages of 


Country Gentleman has ever failed to get action. 
It has power to move its people. ..and your goods! 


CouNTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 


LIGHTNESS PLEASES 


Are you just thirsty — or are you 
beer-chirsty?.. Right! Then 
Trommer's is your beer! Smooth. 
Not a bit “heavy”. With chat finer, 
more refreshing flavor because it's 
made like the finer imported brews 
(with no other grain than barley- 
malt). Next time say “Trommer's” 
-»» Taste and Compare! 


For refreshment— look for the good word 


e 


Light treatment is given the new “flavor” 
story of Trommer's beer in current news- 
paper advertising. 


Light Touch Keys 
Summer Copy for 
Trommer's Beer 


New York, July 12.—Comic il- 
lustrations of bunker-bound golfers, 
footsore mountain climbers and 
other thirsty individuals will con- 
| tribute a light touch to the cam- 
paign which John F, Trommer, Inc., 
has just released in New York City 
dailies and foreign language pa- 
pers. Insertions will run weekly 
for the duration of the summer. 
After arousing a desperate sense 
of thirst in the reader, Trommer’s 
suggests that something more is 
needed than just a throat cooler, 
that something being the flavor 
supplied by the company’s beer, 
which, copy points out, gets that 
way because it is made from bar- 
ley malt. Headlines like “It takes 
flavor to drown a thirst,” and 
“More than wet—it’s good!” carry 
the theme. Federal Advertising 
Agency handles the Trommer ac- 
count. 


Foreign Advertising 
Named by Two 


Zande Cosmetic Company, New 
York, has appointed Foreign Adver- 
tising & Service Bureau, New York, 
to handle international promotion 
and marketing of its products. Spot 
radio announcements, newspapers 
and magazines will be used in about 
20 foreign countries. 

The agency has also been named 
to direct promotion of Brunswick 
radios and panatropes, distributed 
by Brunswick Radio and Television 
Division, Mersman Bros. Corpora- 
tion, New York. Business papers 
and magazines, supported by book- 
lets and dealer helps, will be used 
beginning in September. 


Judges Named for 
Music Display Contest 
Judges for the third annual news- 
paper advertising and window dis- 
play contest to be held in connec- 
tion with the Music Industries Con- 
vention at the Hotel New Yorker, 
New York, Aug. 1-3, will be A. P. 
Mills, associate editor of ADVERTIS- 
ING AGE; Roy Dickinson, president, 
Printers’ Ink Publications, and 
David Frederick, publisher of Tide. 
The contest is open to all music 
instrument retailers. 


Connelly Names Officers 


Connelly Outdoor Advertising 
Company, Washington, D. C., has 
named Charles R. Wilson president; 
Irving H. Rown, vice-president and 
director of sales; Charles H. Gains, 
vice-president and director of op- 
erations; Alfred Bennett, secretary, 
and John Ejichorn, treasurer. The 
company also has an office in 
Miami. 


Metropolitan Named 


Manhasset Cove _ Corporation, 
Port Washington, has appointed 
Metropolitan Advertising Company, 
New York, to handle its advertising. 
Peter J. McKenna is account ex- 


ecutive. 
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In view of the greater attention 
being given to efforts to evaluate 
advertising copy and to measure 
readership following publication, 
considerable interest attaches to the 
problem of how selective to make 


the appeals which form the basis | 


of the campaign. 

Some products of general con- 
sumption have special applications 
which make them especially im- 
portant to certain groups. Other 
products are of a character or ap- 
plication which provides a selective 
market. There is no problem either 
as to copy or media in the latter 
case, but in the former a real ques- 
tion presents itself. 

Some advertisers have had the 
unusual experience of using a se- 
lective appeal for a product of gen- 
eral consumption, and getting im- 
mediate and powerful response, only 
to find later that by appealing so 
directly and exclusively to a por- 
tion of their market they were los- 
ing the interest of the majority. 
Thus it became necessary to dis- 
continue a copy theme which had 
demonstrated its value, but which 
was too highly selective to be ef- 
fective for the market as a whole. 

Copy written for a group, because 
of the special character of the ap- 
peal, rates high in reader interest 


for that group, and may even be so | 


The Return 


Walter Hoving, president of Lord 
& Taylor, told the Advertising Fed- 
eration of New York 
recently that the bustle is the big 


America in 
news of the fashion and merchan- 
dising world, and expressed amaze- 
ment that the newspapers are not 
giving it the and 
which it deserves. The advertising 


space emphasis 


pages of dailies and other publica- | 
tions devoted wholly or in part to 


the interest of women are already 
first scenes in the 
drama of reselling 
feminine world. 


presenting the 
merchandising 
bustles to the 
Advertising men, regardless of 
the fields in which they are inter- 
ested, will find it worth 
watch its development. 
uch a powerful motivating force, 
and the dictates 
are so generally accepted by women 
that the 


able to draw 


while to 
Fashion is 


of fashion leaders 


shrewd observer will be 
some worth while con- 
from the fate of thi 


campaign 


clusion 
est 


new - 


some 
interesting pages showing women’s 
costumes of the future as visualized 


Vogue recently published 
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Business Papers, Inc., National Publishers 
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Selective Appeals in Advertising 


| unusual in character as to show 
| well in general tests of readership. 
Thus the advertiser is 
|}at times, of being misled as to the 


efficacy of a given copy appeal 
through evidence of keen reader 
interest in the advertising. But if 


the campaign is aimed at a minor- 


from his grasp at the very time 
when all of the superficial indica- 
tions are most favorable. 

Thus it is highly 
making use of new facilities for 
checking copy, both before and 
after publication, to go further than 
determining merely whether the 
copy rates high in reader interest, 
and to decide whether the basic ap- 
peal is broad enough and 
enough to do a real selling job on 
the whole market. A 
tacular appeal, equally 
among all groups, might easily be 
more profitable in the long run. 


less spec- 


an appeal which is highly selec- 


tive may be used successfully in 


and circulation character. 


the whole market, should avoid 
copy appeals which automatically 


| tend to eliminate the 


many prospective buyers. 


of the Bustle 


| by leaders in the field of industrial 
design. They were beautiful, they 
|had utility, and they were modern 
in the best sense of the word. They 
drew their from the 
times, and were as much in keeping 
with the world of today as stream- 
lined 

planes, 


inspiration 


transatlantic aero- 
Radio City 

they ex- 
freedom of 
which have 
given the modern women so much 


trains, 
towers of 
And 
the 


manners 


the 
and_ technicolor. 
pressed likewise 
dress and 
more interest than her grandmother 
who regarded 
word in style. 


bustles as 


Good fashion should be based on 
sound psychology. It should be in 
keeping with and reflect the times. 


Perhaps the bustle of 1939 is mere- | 


ly an adaptation instead of the real 
thing, and perhaps its introduction 
will be done so cleverly as to cap- 
ture the fancy of the sophisticated. 
But might well 
improve their product by studying 
the world of today instead of reach- 
ing 


fashion designers 


into the grab-bag of bygone gen- 


erations for their style inspirations 


in danger, | 


ity, the market as a whole may slip | 
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IMPROVING DICTION OF HINTERLAND DENIZENS 


oe 


Aad-li 


important, in | 


strong 


effective | 


It is, of course, equally true that | 


media equally selective in editorial | 
But a| 
general campaign, appealing to the | 
whole public and intended to sell | 


interest of | 


the last 


Different Travel Copy 

Here’s probably the most out- 
standing piece of travel copy of the 
year—at least from the standpoint 


| of being a refreshing change from 
all the other travel copy. The glam- 


the beautiful 
long list of 


orous deck bathers, 
Bermuda vistas, the 


day. But actions speak louder than thougha, eh Sam! How about the 
Monarch of Bermuda sailing June 30, returning July $—for the 4th of 
July holiday? Also two or three Furness sailings on the Monarch aad 


Queen of Bermuda every week throughout the Summer. Lowest rates 
of che year in effectinchuding PRIVATE BATH with every room. 


Poe compiane otormanee epply te pour TRAVEL AGENT 0+ Farmers Bermnde 
eee. 54 Whirehall Se, Fel BO © 800, or O84 Fath Ave, Tel CO tease. 


| oh. fe 
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| sailings and rates are absent, all re- 
placed by an insipid-looking mutt 


| who is alleged to be wise, and gets | 


his story across as though he really 
were. This ad would be decidedly 
}out of place on a newspaper travel 
|page ... and maybe that’s why it 
ran up among the retail shop offer- 
ings. 


| Slight Exaggeration 


The San Francisco Better Busi- 
|ness Bureau calls attention to the 
| focal linen shop which put up a big 
sign reading, “WE CLOSE OUR 
DOORS AT SUNDOWN.” Beneath, 
in microscopic letters, was written 
in “daily.” Another sign bore two- 
foot letters saying, “OUT WE GO,” 


while nearly illegible script beneath | 


said, “for greater sales.” Just to 
keep the ball 
read, “It is the End.” That is, it 
said “It is the End” until you got 
up close enough to discover that 
“not” was neatly sandwiched in be- 
tween “is” and “the.” All of which, 
it seems to us, is very heartening, 


Garrett Price in The 


rolling, a third sign | 


- ea ae <a 


New Yorker. Reproduced by permission 


"Take a slug of this, Zeke. | think you'll like its tangy goodness.” 


bbing 
|because it proves so clearly that 


‘enterprise and initiative are not 
| dead. 


Four A’s, AFA Fight? 


Manhattan admen got a_ shock 
recently when the New York World- 
Telegram printed a_ short story 
under the headline: “4 A’s Specify 
'Charges Against the A. F. A.” 
Thoughts of a clash between the 
| American Association of Advertis- 
‘ing Agencies and the Advertising 
Federation of America were aroused 
'in the minds of admen, but closer 
| examination proved it a case of 
|mistaken identity. It seems the 
| story was about a dispute between 
the Associated Actors and Artists 
|'of America and the American Fed- 


|eration of Actors. 


| Used Cars 


Perhaps it’s merely a coincidence 
|that the advertisements of three 
|; motor car manufacturers in a re- 
|cent SEP take up the burden of 
plugging the used cars in their deal- 
ers’ shops. Plymouth and Dodge 
| tack on a little used car talk to their 
|advertisements featuring their cur- 
‘rent models, while Hudson goes 
|whole hog with a column devoted 
exclusively to used cars, and 
/headed, “We bought used cars built 
/by Hudson for the same reasons it 
| will pay you to do it, too!” 


‘Bank Advertising 


One of the most interesting and 


| impressive booklets to come to this | 


,|department’s attention in many a 
day has just been issued by The 
| Savings Bank of Utica, 
| commemorate 
| versary. 
| produced and printed, with scores 
of exceptionally attractive pencil 
drawings, and a number of full- 
color plates, and tells an absorbing 
story of the history, growth and de- 
velopment of Utica, as well as of 
the bank. It strikes us as a “sou- 
venir” which is likely to be read 
carefully by recipients, and kept 
just as carefully for its historical 
and esthetic value. Along with 


its hundredth anni- 


tributed a specially prepared large 
scale map of the city, measuring 
5 by 7 feet. 


Jottings 


Inland Investment Plan, Inc. a 


recently with a spring letterhead to 
which was attached a tiny capsule 
| bearing three little seeds, “which, 
if planted in a small pot of earth 
that is kept moist, will grow quickly 
and flower within 60 days after 
planting.” In this manner, the com- 
pany went on to hope that it had 
implanted itself firmly in the cus- 
tomer’s confidence. .. . 


N. Y., to} 


The booklet is beautifully | 


copies of the booklet, the bank dis- | 


loan company, surprised customers | 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1517. Advertising Agencies 
Have Their Say. 


This brochure, issued by Barron © 
G. Collier, Inc., is composed of let. 
ters from advertising agencies al] 
over the country, expressing their 
opinions and telling about results 7 > 
obtained from the use of transpor- 7 
tation advertising. 


| No. 1511. A Line on the New Or- 
leans Market. 
This new market data booklet, 
issued by The Times-Picayune and 
New Orleans States, covers figures 


yeu 


on natural resources, shipping, 
manufacturing, retail sales and [| 
other trade barometers. Maps and |” 


tabulations give the details of the 
papers’ coverage of the market. 


ae 


No. 1509. Kentuckiana . 
tentialities. 


This brochure, the second annual 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
vey of the Louisville trade area, 
containing a breakdown of statisti- 
cal information to show the mar- 
keting potentialities in the Ken- 
tuckiana area. 


. Its Po- 


ff 


No. 1501. Fleet Owner Surveys. 


A regular feature of Fleet Own- 
er’s service to advertising agencies 
and manufacturers is a monthly 
summary of the experiences of fleet 
operators, each month’s survey cov- 
ering a different subject. The three ~ 
most recent summaries deal with \ 
engine thermostats, timing gears 
and timing chains, and body hard- 
ware. 


No. 1513. Christmas Packaging. 


It’s Christmas that’s just around 
| the corner, according to this 16- 
| page brochure, issued by Hinde & 
/Dauch Paper Company. Santa 
|Claus unloads a pack of ideas for 
special Christmas packages, and 
shows actual samples of holly and 
linen patterns, illustrating H & D 
innovations available for the first 
time as inexpensive “stock specifi- 
cations.” 


No. 1515. The Hardware Market. 


This booklet, issued by Hardware 
World, tabulates hardware jobbers 
and dealers, number of stores and 
sales volume for 23 Western states, 
with maps showing retail hardware 
sales, number of stores, number of 
jobbers, and percentage of hard- 
ware business done by hardware 
jobbers throughout the country. The 
publication’s coverage of the field 
is given in detail. 

No. 1510. Route Lists. \ 

The Pittsburgh Press has issued 
three new route lists covering liquor 
and malt beverage licensees. The 
first is a list of 2,624 retail liquor 
|licensees in Allegheny County, and 
includes the locations of state 
liquor stores and managers. The 
second route list contains similar 
information on nine outlying south- 
western Pennsylvania counties, with 
a map showing wet and dry cities, 
| boroughs and townships in the state 
The third list covers 391 malt bev- 
erage distributors of the 10 south- 
| western Pennsylvania counties. 


No. 1493. Men, Methods and Ma- 
chinery. 

Seven broadsides of a series have 
been condensed in this handsome 
32-page brochure to tell the com 
plete story of the Oklahoma Pub 
‘lishing Company. Profusely illus 
trated, the book describes th 
growth and expansion of the com 
pany and its part in the develop 
‘ment of Oklahoma City, and t 
| directorate and managers who © 
ordinate the company’s men, me’ 
|ods and machinery. 
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‘Shattered! 


August 


2,475,000 


Net Paid Circulation 


5S = 


July 


2,460,000 


Net Paid Circulation 


The world’s record for mail-delivered magazine circula- 
tion has again been broken for the fourth time in four 
months! It now stands at 2,475,000, after all duplicates 


Ce Net eee 


have been removed. 


Each new issue of the combined Farm Journal and 


Farmer’s Wife has been hailed by increasing thousands 
of rural men and women, with letters and with checks 
for new and renewal subscriptions. Today, 2,475,000 


families are annual subscribers—the largest magazine sub- 


scription list of all time. 


2,447,000 


Right now a special interim rate of $3,750 per page 
Net Paid Circulation 


a ($8.80 per line) will place your message before these 
2,475,000 families — 11 million consumers. For only set 
$1.51 per page per thousand, you can sell your prod- a - 


uct in this vast and important market. 


Graham Patterson, Publisher 
Washington Square, Phila. 


2,436,000 


Net Paid Circulation 


< 


RURAL MAGAZINE IN HISTORY 
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Cosmetic Brands 
Maintain Position, 
Survey Indicates 


Peak Buying Ages for 
Beauty Products Shown 
in Newest Study 


New York, July 13.—Girls from 
15 to 17 are the best prospects for 
eyelash conditioners, but the best 
prospects for hand cream and van- 
ishing or foundation cream are 
women in the 52-54 age group. 

More women use soap, sanitary 
napkins, nail polish, cleansing, all- 
purpose or cold cream, lipstick and 
face powder than tooth brushes. 

Three out of four women use per- 
fume, but less than one out of two 
uses combs, and only two out of 
five have powder puffs. 

These are a few of the unusual 
figures to be gleaned from the ninth 
Survey of Beauty just issued by 
Modern Magazines, in which brand 
preferences, outlet preferences and 
price preferences on a wide range 
of cosmetic items are reported. The 
study is the result of questionnaires 
sent to Modern Magazines readers. 

Drug stores and _ five-and-ten- 
cent stores ran neck and neck in 
most items as the favorite place of 
purchase, each accounting for about 
one-third of the total, with depart- 
ment stores getting about one-fifth 
and the remainder split among 
other types of outlets. These figures 
varied considerably, as might be 
expected, with relation to the nor- 
mal unit price of the item pur- 
chased. 


Leaders Change Little 


Few important changes in rela- 
tive rank of brands were noted in 
comparison with the 1938 study. 

In the face powder classification, 
Lady Esther maintained the out- 
standing position it has held since 
percentage of 


1934, although its 


keeps New Orleans 


Eo 


total sales dropped from 20.9 in 


1938 to 16.5 in 1939. It was pushed 
hard by Woodbury, with 16.4 per 
cent, and Coty held third position 
with 11.4 per cent. 

Tangee held its first place in the 
lipstick classification, followed by 
Max Factor and Coty, while Pond’s 
continued predominant among users 
of powder bases. Betty Lou out- 
sold its nearest competitor in the 
powder puff race almost three to 
one, and Tangee maintained its lead 
in the rouge division. 

Maybelline is apparently out by 
itself in the eyebrow pencil race, 
and also among users of eye shadow 
and mascara, while Noxzema held 
its lead among acne remedies, 
although closely followed by Cala- 
mine, which was relatively unim- 
portant a year ago. Among cleans- 
ing tissues Kleenex bettered its out- 
standing position, gathering more 
than 70 per cent of the sales, with 
Pond’s, next in line, accounting for 
14 per cent. 


Cutex Big Leader 


Noxzema held a comfortable lead 
over Unguentine among sunburn 
preventives, but the position was 
reversed among sunburn remedies. 
Pond’s was outstanding in the van- 
ishing cream group, and second to 
Pacquin among hand creams. Jer- 
gens was the favorite hand lotion, 
with Hinds next. 

Cutex continues to take care of 
the nail needs of an outstanding 
number of consumers, the reports 
on cuticle softeners, nail polishes, 
removers and whiteners show. Fitch 
has increased its brilliantine lead 
somewhat over Wildroot, although 
both have gained on the field, and 
Lorraine and Ace run a _ neck-to- 
neck race for preference among 
combs. 

Nestle is the leading hair rinse, 
with Lovalon second, and Lucky 
Tiger and Fitch are close together 
among hair tonics, with Vaseline in 
third place. Among shampoos Drene 
has a three-to-one lead over Fitch, 
its nearest rival, while Mum gets 
51 per cent of the deodorant busi- 
ness compared to about 11 per cent 
each for Odorono and Arrid. Zip is 


business 


pumps primed for sales. In one 


still outstanding in favor among 


/ 


This Black Gold pouring buying dollars 


into the New Orleans market keeps New 


year's time, from 1938 to 1939, 


Orleans sales moving upward! 


Louisiana has discovered oil reserves 

amounting to more than half of the t tal 

production of the 37 preceding years from Keep your sales going up, by placing more 

1901 through 1937. of your advertising to reach the rich New 
Orleans market. The Times-Picayune and 

During the past 30 months, 38 new oil sti dithaniin initia: dininess Wilah: satiana, 

fields were brought in and four of the fields 


were brought in during the first six months 


of 1939 


At the present rate of di 
overy Louisiana will take 
t among the na 


tor < producing states 


Ret NOPE. ROTHIEPNEL Re 


politan New Orleans and the prosperous 


Trade Area at the lowest milline rate 


The Times-Picayune 


NEW ORLEANS STATES 


A JANN ON New Vorb, Chicage, Derren, Aden Sew Fran 


—— 
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PAPERS 


Poultry and Poultry ang 
Livestock Livestock 
-—Commercial Display— -—~ Display — c—Commercial Display—, -— Display 
1939-———, -———_1938—, 1939 1938 -——1939——, -———_1938—, 1939 1938 
Pages Lines Pages Lines Lines J.ines Pages Lines Pages Lines Lines Lines 
Monthlies California Cultivator .. 20.1 15,214 20.6 15,594 cece saan 
*American Cotton Dakota Farmer . ..... 9.2 7,105 10.6 8,210 451 952 
SE isaceaen? ' 0.5 342 0.2 157 ..+. | The Farmer 
American Fruit Grower 22.6 10,163 22.0 9,092 eves (General Edition) .. 13.6 10,694 15.9 12,465 1,453 1,697 
Arkansas Farmer . 3.4 2,589 2.8 2,093 oe Indiana Farmer’s 
*Better Fruit ...... 6.6 2,783 3.8 1,596 ‘ Guide ..cesececeeees 6.5 6,094 6.2 4,053 56 180 
Breeder's Gazette .. 8.2 3.668 7.0 3,171 969 1,079| Idaho Farmer ........ 15.2 11,496 19.3 14,568 eoee écne 
California Citrograph 23.1 15,536 22.1 14,834 ens on Kansas Farmer ....... 8.9 6,747 8.6 6,541 2,063 546 
Capper’s Farmer 18.9 12,874 18.8 12,768 73 95 | Michigan Farmer ..... 6.5 4,993 9.1 7,014 1,756 1,425 
Country Gentleman 28.6 19,450 23.0 15,662 199 226 | Missouri Ruralist 7.3 6,526 6.1 4,649 842 325 
Country Home . 9.0 6,093 13.4 9,104 117 72 | Nebraska Farmer -» 15.8 11,509 17.6 12,845 348 700 
Farm Journal & tAverage 4 Editions... 16.2 11,786 18.1 13,181 506 765 
Farmer's Wife 26.2 11,245 15.2 6,517 243 37 | New England 
Farm & Ranch. 15.0 11,361 15.0 11,349 323 Homestead ......+s6. 10.2 7,154 10.0 7,026 1,618 1,672 
*Florida Grower . 4.5 3,045 5.9 3,980 ae Ohio Farmer ........- 9.2 7,090 12.5 9,633 630 707 
*Hoosier Farmer 12.8 5,775 10.2 4,575 ‘ ~-- | Oregon Farmer ....... 15.9 11,984 19.2 14,526 oeee A= 
t*Idaho Granger . es 4,480 6.3 5,782 .. | Pennsylvania Farmer $.9 7,687 12.8 9,832 1,959 2,004 
*Kentucky Farmers Prairie Farmer: 
Home Journal ...... $1 6, 33¢ 2 2,500 98 126 Illinois & Indiana Ed.13.4 9,746 12.8 9,348 660 622 
National Livestock Rural New Yorker.... 8.5 6,673 10.8 8,453 2,912 2,715 
Producer ......... 3.4 2,450 1.6 2,627 70 124 | Wallaces’ Farmer & 
*New Jersey Farm & Iowa Homestead.... 13.6 10,685 13.6 10,635 2,660 2,047 
GPE csccevesensas ».3 4,184 9.2 4,158 1,056 1,202 | Washington Farmer 17.0 12,855 18.8 14,181 tine pee 
*Ohio Farm Bureau Wisconsin Agriculturist 9.8 7,665 11.1 8,719 1,087 1,262 
ee oe ee re 6.4 2,860 ‘ 2.677 SS Ol a 
Poultry Tribune: ri, Oo .. Srrrerry - 182,007 - 204,538 19,720 18,088 
Eastern Edition .... 18.8 8,065 5.1 2,209 1,436 659 
Progressive Farmer- Weeklies (June) 
Southern Ruralist: (Four issues unless otherwise noted) 
Carolina-Va. Edition 9 1 6,657 12.8 9,339 54 77 | Capper’s Weekly ..... 2.6 5,866 1.9 4,144 382 223 
Georgia-Ala. Edition. 9.1 6,600 11.8 8,563 18 63 Dairyman’s League 
mentuomy-cesm. WE. 26 Cree 28.5 502 28 7h ME statinnnaons x 75 6,460 7.5 6,466 125 360 
Mississippi Edition » 10:7 7,768 12.8 9,310 30 7 | Pacific Rural Press: 
Ho a ay ane wv gm . 7] Northern Edition 24.2 18,306 30.6 23,138 409 4,520 
Saves, af & iéitios ae Snel hh Mee 7| Southern Edition 23.2 17,575 26.7 20,156 409 4,758 
:  sartions. % 7,041 12.5 9,079 30 32 tAll Editions ....... 19.6 14,800 25.3 19,160 409 4,520 
Southern Agriculturist. 4.0 6,334 8.3 5,827 10 8 | Semi-Weekly Farm News: 
Southern Planter .... 6.3 4,386 6.8 4,751 136 97 Friday Edition ..... 2.0 865 2.5 5,947 
Successful Farming oe 9,410 22.7 10,203 84 141 Tuesday Edition 1.0 2,383 1.1 2,622 
Wyoming Stockman- *Washington Grange 
TUPMET sore 3.5 3,878 89 4,312 196 42] News «wwe. eee eee ees 30.9 33,474 16.6 17,893 
. - — —— ote Weekly Kansas City 
Total Group 188,030 179,651 6,176 4,733 Star: 
Semi-Monthlies Missouri Edition 4.0 9,937 4.9 12,102 472 630 
(June) ames an an ne 
*California Grange Botal GROUP ..2ccess 97,866 91,467 1,797 10,491 
News .....+-+- 5.8 9,178 5.3 8,456 <<. Dailies (June) 
Farmer-Stockman 14.5 10,963 15.8 11,941 103 oh pee 
Hoard’s Dairyman 17.9 13,029 12.4 9,008 1,377 1,649) Chicago Daily : 
Missouri Farmer 7.2 5,680 7.9 6,205 234 238], Drovers Journal 11.5 24,539 10.7 22,685 8,723 4,666 
Montana Farmer 14.3 10,779 14.2 10,752 953 1,130 | aneee City Dally 
Minauan Genie ; Drovers Telegram 14.0 29,885 12.3 26,200 6,517 3,575 
Bulletin . 10.7 11,557 13.4 14,592 *Omaha Daily 
Utah Farmer . 4 6119 11.2 8501 o* eee “ato to a 26.6 56,631 13.6 28,086 7,861 5,587 
Weste Yarm jAfe ‘ »o O £07 one enn St. Huis aily Live 
tern Farm Lif 10 ‘ 7 8,131 12.2 sate 358 297 Stock Reporter ..... 10.8 23,004 10.4 22,080 7,054 3,426 
Total Group ee 75.426 79.052 9 5 —=— ———  -——— —_ Pa ea 
mt-Weshiles (June) aa 7 ee cre llama eens ees SRST STE 
(Two issues unless otherwise noted) *Figures provided by publisher, 
American ; Agriculturist 13.2 9,592 17.4 12,659 1,225 1,234 tNot included in total. 
Arizona Farmer 16.7 12,598 18.0 13,587 t+June—not included in total 
depilatories, although Neet has ] G s f 4 7% 
uly qin o ef /o 


gained considerably. 
Listerine Out in Front 


Among mouth washes Listerine 
is credited with 65 per cent of the 
business, Pepsodent 13 and Lavoris 
5; Kotex takes 67 per cent of the 
sanitary napkin business, the bulk 
of the remainder, 25 per cent, go- 
ing to Modess. Lifebuoy, Lux, Ivory, 
Palmolive, Camay, Woodbury, 
Sweetheart, Cashmere Bouquet and 


Fairy rate in that order in the bath 
|soap grouping, but in the hand and 
face soap grouping the order is as 
\follows: Lux, Palmolive, Camay, 
| Ivory, Lifebuoy, Woodbury, Sweet- 
heart, Cashmere Bouquet, Fairy. 
| The most popular taleum powder 
is Cashmere Bouquet, followed by 
Mavis and April Showers, and the 
|most popular tooth brush is Dr. 
| West, followed by Fuller and Pro- 
| phy-lac-tic. 
| Colgate leads over two-to-one in 
tooth paste preference, with Ipana 
second and Pepsodent third, while 
in the tooth powder bracket Dr. 
Lyon’s gets almost half the business, 
followed by Pepsodent and Colgate. 
Evening in Paris continues the 
favored perfume, with Coty and 
Faoen following; in the toilet water 
group Lentheric leads, followed by 
Evening in Paris and Coty. 


Sales Finance Group 
to Meet in New York 


Hotel Pennsylvania, New 


York, has 
| chairman. 


To Gale & Pietsch 


been named 


Gale & Pietsch, Chicago, has been 
Si- | 
Noze Company, Chicago, manufac- 


named advertising counsel for 


turers of a cold remedy. 


Joins McCann-Tikichson 


The National Association of Sales 
*inance Companies will hold its an- 


Reported for 
Farm Monthlies 


New York, July 13.—Commercial 
display linage in July issues of ma- 
jor farm monthly magazines totaled 
188,030, as compared with 179,551 
last year, Publishers’ Information 
Bureau reported today. This is a 
gain of 4.7 per cent, continuing the 
trend evidenced in June when a 1.8 
per cent increase was shown. 


Among the other farm paper 
groups, currently reporting June 
linage, weeklies and dailies also 


scored gains over 1938 totals. Week- 
lies carried 97,866 lines, an increase 
of 7 per cent over the 91,467 lines 
reported last year. Dailies reported 
134,059 lines as compared with 99,- 
951 in 1938, a gain of 34.1 per cent. 

Semi-monthlies experienced a 
loss of 4.6 per cent, carrying 75,436 
lines as compared with 79,052 in 
1938. Bi-weeklies carried 182,007 
lines, a decline of 11 per cent from 
the 204,538 reported at this time 
last year. 

Figures and page totals for the 
individual publications as well as 
those for poultry and live stock 
linage are shown in the accompany- 
ing table. 


ie 


Pabst 
BEER 


KEGUEE? Tap-o-CAN 


\ 
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Lederle Names Hoyt 


Lederle Laboratories, Inc. of New 
York, has appointed Charles W. 
Hoyt Company, New York, to direct 
a magazine campaign for its Vita- 


< 
” 
Ai 


min A and D products. 
papers will albo be used. 


Drake to WRR 


Dale Drake, 


‘las, July 17. 


Agency for Best Brewing 


Chicago, as advertising 


tising will be used. 


Janzer Leaves Walters 


vertising Associates, New York. 


Business 


radio director of 
Crook Advertising Agency, Dallas, 
for the past four years, will become 
commercial manager of WRR, Dal- 


Best Brewing Company, Chicago, 
has appointed McDougall & Weiss, 
agency. 
Newspaper and point-of-sale adver- 


H. W. Janzer has resigned as 
account executive of Walters Ad- 


PUBLISHERS REPRESENTATIVE 


One of the best known advertising men 
on the Pacific Coast will be available 
on or about August first for Publisher's 
Representative. Have established office 
in San Francisco and highest credit ref- 


erences. Replies will be treated confi- 
|| dentially. Address: Box 1821, Advertis- 
ing Age, Chicago 


—_— 


A PACKAGE IN THE HAND 
1ual convention Sept. 14-15 at the | iS WORTH Two ON THE SHELF 


York. 

John W. Darr, vice-president of 
Commercial Investment Trust, New 
program 


M-W “Jumble” Merchandise Disploy 
Baskets put your product “right into 
othe buyer's hands.” Customers like 
to handle and examine merchandise 
but will hesitate to disturb carefully 
stacked goods. Articles thrown hap- 
hazardly into Display Baskets -gen- 
@rally suggest BARGAINS. For these 
measons — plus the eye and sales 
mepecl of good color and design — 
WwW “Jumble” Merchandise Disploy 
ets are proving ‘‘speeder- 
ppers” of slow movers, and quicken 
dealer's turn-over of your product. 


Wand 1a See a Sample? PHONE CALUMET 7200 OR WRITE 


Nelson Amsden has joined Mc- 
Cann-Erickson, Cleveland, as ac- 
count manager. For the past 12/| 
vears, he has been president of WO Derosits 
Roger Williams Company, Cleve- SF Saties 
land wo arTunns 
ioe ae 
Buys McNeil Service 
Stanley B. Sherman has _ pur- 
chased G. A. McNeil Company, 


Phoenix, Ariz., outdoor advertising 


| service, and has changed the name 


ito Sherman Advertising Service 


1320-1334 SOUTH 


MAGILL-WEINSHEIMER COMPANY 


WABASH AVENUE * CHICAGO, ILLINOIS 
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Survey Analyzes 
4% Decline in 1938 
Variety Chain Sales 


Advertising Costs Av- 
erage 0.38 Per Cent 
of Net Sales 


Boston, July 12.—Sales volume 
for 15 principal variety chains 
reached a total of $432,904,000 in 
1938, a decline of 4 per cent from 
the sales peak reached in 1937 and 
the first drop recorded since 1932, 
according to a Harvard University 
report issued today. This report 
covers expenses and profits of lim- 
ited variety chains during 1938 and 
previous years and was prepared by 
Stanley F. Teele of the university’s 
Graduate School of Business Ad- 
ministration. 

Figures shown in the report give 
rise to Mr. Teele’s conjecture that 
variety stores have reached a stage 
in which they are somewhat more 
vulnerable to the onslaught of de- 
pressions than they have been in 
past years. 

With sales showing a decline for 
the first time in recent years, total 
expense, including interest on in- 
vestment, was 32.18 per cent of net 
sales, aS compared with 31.02 per 
cent in 1937. Net earnings amounted 
to 5.64 per cent of sales, likewise 
the lowest figure recorded since 
1932. 


Five Increased Budgets 


The study also reveals that there 
has been little change in the ratio 
of advertising expense to total 
sales. Seven chains decreased the 
proportion spent for advertising in 
1938; five increased advertising ex- 
pense, while three reported no 
change. Total advertising expense 
for the 15 chains amounted to 0.38 
per cent of net sales in 1938, as 
compared with 0.36 per cent in 
1937. 

The 1938 percentage is the high- 
est shown, other percentages in the 
years since 1929 ranging between 
this and a low of 0.21 per cent. 

The report comments: “This sum- 
mary reflects a reversal of the ten- 
dency apparent in 1937 for some in- 
crease in advertising expenditures 
relative to sales. Traditionally, 
limited price variety chains have 
depended upon window and counter 
display rather than advertising to 
stimulate sales. 


No Increases in Sight 


“In recent years there has been 
casual comment to the effect that 
some variety chains at least were 
departing slightly from this tra- 
ditional procedure by spending 
more for newspaper advertising and 
for handbills. Examination shows 
that there has been almost no sig- 
nificant tendency for variety chains 
to increase advertising expenditures 
in relation to sales.” 

Reports from 10 of the 15 lim- 


| INTERNATIONAL 
| PRINTING PAPERS 


_—.. 


THEY SELL CORK BUT EAT HAMBURGERS 


The six very hungry gentlemen in this picture belong to the advertising depart- 
ment of Armstrong Cork Company, and they're filling up at a company picnic. 
Taking it on their feet are M. Stewart Ireys, Clark Samuel and Lauren K. Haga- 


man. Sitting down are Kenneth Bert, 


ited price chains also show the per- 
centage of total sales accorded vari- 
ous merchandise _ classifications. 
Apparel and accessories, dry goods 
and notions rank first, averaging 
44.9 per cent of total volume as 
compared with 44.5 per cent in 1929. 
Figures for 1938 and 1929, respec- 


tively, for other merchandise classi- | 


fications are as follows: Hardware, 
electrical. supplies, crockery 
glassware, 14.74 and 15.43; toys, 
games, books and stationery, 11.07 
and 10.7; drugs and toiletries, 8.04 
and 7.88; jewelry, 1.92 and 2.11, 
and miscellaneous, 6.02 and 6.19. 


Sponsor Will Deal 
Direct with CBC 


in New Set-up 


Ottawa, Canada, July 11.—Under 
the Canadian Broadcasting Corpo- 
ration’s new arrangements in ad- 
ministering subsidiary hookups of 
privately-owned stations to be effec- 
tive Sept. 24, the CBC itself will 
deal with sponsors and agencies, 
book time and quote rates, accord- 
ing to a statement issued here fol- 
lowing a three-day meeting of the 
board of governors. 

The statement substantiates a 
forecast made last week in ADvVER- 
TISING AGE and was as follows: 

“Under the law, the corporation 
is the sole network authority. In 
addition to administering its na- 
tional and regional networks, the 
CBC is responsible for the tem- 
porary, informal, limited hook-ups 
comprised mainly of privately 
owned stations which it sets up for 
special purposes from time to time. 
These are called subsidiary hook- 
ups. 

“In the past, the CBC has re- 
stricted its function to approving 
subsidiary hook-ups as application 
was made. In the future, it intends 
as well to make all necessary ar- 
rangements such as dealing with 
sponsors and agencies direct, book- 
ing time on the stations concerned, 
quoting rates and other like admin- 
istrative details.” 

The change does not involve the 


Ticonderoga Book 
Champlain Book 


Saratoga Book 


Saratoga Cover 


Lexingion Of fset 


Made by 
!NTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 
NEW YORK, N. Y. 
CHICAGO CLEVELAND 


| cegulation. 
|largely one of administrative pro- 


taking over of private stations or 


_interference in their operation. Nei- 


ther does it affect any existing 


On the contrary, it is 


cedure. 


Test Papers Name 


de Guzman 


Test Market Newspapers, a greup 
of seven Pennsylvania weeklies and 
dailies, has named Paul de Guzman, 
Nev 
tive. The group will offer 
“Cash Register” test, a new 
and market testing service. 


the 
copy 


Form Research Agency 


Ed Burnett, formerly with Cecil, 
Warwick & Legler, and Henry E. 


Brenner, formerly of Benton & 
Bowles, have established Burnett & 
Brenner, a market research agency 


at 280 Madison avenue, New York. 
The telephone number is Murray 
Hill 5-5733 


York, as national representa- | 


W. J. McGlynn and John P. Waters. 


Names P. C. Stone 

Television Training School, New 
York, has appointed P. C. Stone & 
Associates, New York, as_ public 
relations counsel. 


and | 


State Advertising 
Nets Big Return, 
Solons Are Told 


Madison, Wis., July 11.—The 
$275,000 spent in three years by 
Wisconsin for advertising its rec- 
reational attractions has resulted in 
$1,192,191.78 increased gasoline 
taxes and about $150,000 from 50,- 
000 additional non-resident fishing 
licenses issued over that period, the 
state legislature’s joint finance com- 
mittee has been advised. 

Records show that in 1936, the 
first year of advertising, the state 
department received a total of 18,- 
000 inquiries; in 1937 it jumped to 
32,000 and in 1938 to 48,000. This 
season inquiries are reported again 
showing an increase, with between 
500 and 600 a day being received. 

The figures were cited by propo- 
nents of the Thomson bill, which 
has been passed by the assembly 
and is pending in the senate, to ap- 
propriate $250,000 annually for pro- 
moting dairy products, recreational 
facilities and business and industry. 
The Wisconsin State Hotel Associa- 
tion is seeking $100,000 of this sum 
so as to compete with Minnesota 
and Michigan appropriations. 

Marvin Verhulst, Madison, rep- 
resenting the Wisconsin Pea Can- 


Every good agency knows that 
making a splash in radio is far 
more than a matter of hitting 
the air-waves with a potful of 
heavy money. 


Free & Peters know it too. We 
know that, regardless of the size 
of your appropriation, our real 
job is to help you make radio 
a more productive medium than 
newspapers, magazines, outdoor, 


or anything else. And THAT’S 
the 


interested in your making an 
immediate success in radio than 


reason we are far more 


“What a 


ners Association, testified that 2,500,- 
000 more cases of peas had been 
sold following an advertising pro- 
gram staged last year than ever 
before and that it was necessary to 
advertise to benefit the various 
agricultural products of the state. 


Stephens Promoted by 
International Machines 


Roy Stephens, formerly director 
of sales promotion for International 
Business Machines Corporation, 
New York, has been appointed ex- 
ecutive assistant. He has been with 
the company since 1913. 

Francis R. Cowles succeeds him 
as director of sales promotion. 


Opens Research Service 


Graham Research Service, New 
York, specializing in market re- 
search, has been established by J. E. 
Graham, who recently resigned as 
secretary and treasurer of the Mar- 
ket Research Corporation of 
America. Offices are at 19 E. 47th 
street. 


Present Juvenile Styles 


Children’s wear for fall was 
exhibited by 84 manufacturers on 
40 professional child models at the 
children’s fall fashion show and 
clinic sponsored by Parents’ Maga- 
zine July 12 at the New Yorker 
Hotel, New York. Mrs. Betty Green, 
fashion editor, was in charge. 
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NEWEST ENTRANT 


NEWS ABOUT 
ATHLETE'S FOOT 


After five years of chemical, bacteriological 
and clinical research, Mennen now presents 
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THE MENNEN COMPANY, Newark, N.J 


Mennen Company is invading the ath- 

lete's foot market with Quinsana, a new 

product. This copy in the drug press 

reports that first efforts will be directed 
at the medical profession. 


Birmingham to Be | 
Fourth City for 
Food Stamp Plan 


Washington, D. C., July 11.— 
Birmingham, Ala., has been selected 
as the fourth city in which the food 
order stamp plan for distributing 
surplus food products will be, 
started, according to an announce-_ 
ment made today by Secretary of 
Agriculture Henry A. Wallace. 

The stamp plan is already being 
used by relief clients of three 
cities: Rochester, Dayton and Seat- 
tle. Distribution of the stamps in 
Birmingham is expected to begin 
Aug. 1. 

The experiment in this city will 
include a variation of the plan fol- 
lowed elsewhere. Ordinarily, par- 
ticipants are required to buy two 
orange celored stamps for each blue | 
stamp received free. The blue | 
stamps are good for surplus com- | 
modities only. In Birmingham, par- 
ticipants will not be required to 
purchase orange stamps in order to | 
receive the blue stamps, although 
the latter will still be redeemed for 
surplus commodities only. It is| 
estimated that Birmingham has 52,- | 
000 individuals in 15,000 families | 
eligible for participation. 

A previous report (ADVERTISING | 
AGE, June 26) indicated that the | 
stamp plan might be available soon | 
to non-relief workers whose in-| 
comes are in the lower brackets, 
but definite plans on this have not 
yet been announced. Use of the 
plan in the other test cities is also | 
reported to have worked success- | 
fully in general, although some de- 
tails remain to be ironed out. 


Ad Club's $380 
Looking tor New 
Easy-Going Home 


Lancaster, Pa., July 12.—There’s 
$380 of advertising men’s money in 
the Farmers’ Bank and Trust Com- 
pany here that Wallace L. Robin- 
son, president of the Lancaster 
Advertisers’ Club in 1931, would 
like to get rid of and can't. 

The club disbanded in 1931, with 
the $380 in the treasury and all 
bills paid. Every year since then 
honest and persistent Mr. Robinson 
has sent a statement to the former 
members 


accompanied by a letter 
which says in effect: “What do you 
want me to do with this dough?” 
And every year he gets half a dozen 
answers, most of them facetious 


But thus far he hasn’t managed to 
get rid of the money, and he’s get- 
ting a little worried 
tions 


Any sugges- 
from the congregation? 


Starts Used Car Paper 


Midland Associates, 919 N. Mich 
igan avenue, Chicago, has an- 
nounced publication of The Used 
Car Forum, new monthly for used 
car dealers which will hppear ir 
July. Jack Honiss is vice-president 
and advertising director, and A. H 
Van Duyn is editor 


“The Store” Appears 


Cole Changes Name 
. 


The first issue of The Store, busi- 
ness paper dealing with retail store 
modernization, was published last 
week by Store Magazine Company, 
New York. Twenty thousand copies 
will be distributed to retailers in 
the New York metropolitan area. 
J. Alvin Kugelmass is the editor. 


Joins “This Week” 


William I. Nichols, formerly edi- 
tor of Sunset Magazine, has been 
appointed assistant to Mrs. Wm. 
Brown Meloney, editor-in-chief of 
This Week Magazine, New York. 


E. M. Cole & Co., Chicago, 
publishers’ representative, has 
changed its name to F. E. M. Cole 
& Son. 


— 


$250,000 State 
Promotion Budget 


Voted in Illinois 


Springfield, Il., July 12.—Illinois, 
long conspicuous by its absence 
from the long list of states which 
have promotional or advertising 
budgets of one kind or another, 
today joined the parade of adver- 
tisers when Governor Henry Hor- 
ner signed Senate Bill 463, which 
provides for an appropriation of 
$250,000 for the biennium begin- 
ning July 1 of this year “for adver- 
tising the industrial, recreational 
and agricultural advantages and 
scenic and historical places of inter- 
est in Illinois.” 


Under the terms of the bill the 
Superintendent of the Division of 
Reports (the State Publicity Office), 
Milburn P. Akers, will be in charge 
of the program. 

A companion bill provides for an 
advisory committee of 15 members 
to aid in setting up and carrying 
out the program. No details of the 
activities to be undertaken have 
been worked out as yet, and it is 
unlikely that this committee will be 
organized and functioning smoothly 
before autumn, Mr. Akers has ad- 
vised ADVERTISING AGE. 


Wisconsin Names “Press” 


The Wisconsin legislature has 
voted to continue the Sheboygan 
Press as the official state paper for 
the next two years. 


Publishes Wilk Articles 


Fairchild Publications, New York, 
has issued in book form the 200 
articles entitled “Selling the Trade” 
which have appeared in the busi- 
ness papers it publishes. Benjamin 
Wilk is the author. 


To Ivey & Ellington 

Commercial Banking Corporation, 
Philadelphia, automobile finance 
company, has appointed Ivey & 
Ellington, Philadelphia, as advertis- 
ing counsel. Newspapers and radio 
will be used. 


To Issue Directory 


Chain Store Age, New York, will 
issue its eighth annual directory of 
manufacturers of variety store mer- 
chandise Aug. 1. 
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New Post for Boucheron 


pierre Boucheron has been ap- 
inted general sales manager of 
| Farnsworth Television & Radio Cor- 
ration, Fort Wayne, Ind. He 
was formerly general merchandis- 
; jing manager of Remington Arms 
= Company, Bridgeport, Conn. 


ve 


Markets Porto-Playback 


The Porto-Playback, new feather- 
weight portable transcription play- 
back machine, is being marketed by 
Charles Michelson, New York, tran- 
scriptions. 


Woods in Wichita 

Rex L. Woods has been named to 
head the new Wichita office of Bar- 
ron’s Advertising Company, Kan- 
sas City, Mo. 


oe a 


Apple Growers 
of Pennsylvania 


Plan Promotion 


Hershey, Pa., July 11.—Following 
a meeting of apple growers repre- 
senting every portion of the state 
here, the Pennsylvania Department 
of Agriculture has announced that 
plans have been formulated for a 
national advertising and promotion 
campaign on behalf of Pennsylvania 
apples. 

The program is to be financed by 
voluntary contributions of one cent 
a bushel. 

According to present plans, the 
campaign will concentrate on pro- 
motion of apples as a_ healthful 


fruit, with copy pointing out that 
doctors, dietitians and health ex- 
perts agree they should occupy a 
more important place in the diet 
than they now do. 


WFIL Appoints Jaspert 
George H. Jaspert, formerly local 
sales manager of Station WFIL, 
Philadelphia, has been named head 
of a new department consolidating 
national and local sales activities of 
the station. Murray Grabhorn, na- 
tional sales manager, has resigned. 


Bethel Joins WOR 


Fred Bethel, formerly head of the 
music division of Columbia Broad- 
casting System, has joined the pro- 
duction and announcer staff of Sta- 
tion WOR, Newark. 
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Tire Price Copy 
Brings Action 
by Independents 


Sales Better Than ‘38, 


But Industry Still Is 
Upset 
Akron, O., July 13.— As an 


aftermath of the tire price cut- 
ting flurry preceding July 4, 
which brought storms of protests 
from independent dealers and re- 


ynual cooking school, 
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Spokane Duily Chronitle 


EVENING 


WASHINGTON 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections— Newspaper Groups, Inc. 


ADVERTISES HIGHWAY 


The LINCOLN HIGHWAY 
Modernized it for your 
Convenience ...Economy 
and Safety.... 


(P08 sees Sesaty, cow Srtey acne ond 
mies Wet tolew ihe on 
lend treet. t Uneshe Magheons emacs 


sare revte te the Week Flee row trip som, 


The LINCOLN HIGHWAY 
- From Fair to Fair’ 


The Lincoln Highway, U. S. 30, joins the 
ranks of travel advertisers with this 
newspaper copy. 


sulted in several injunctions and 
damage suits against tire manufac- 
turers, The National Association of 
Independent Tire Dealers has 
launched a vigorous nation - wide 
campaign to enlist dealers in a con- 
certed drive “to bring permanent 
corrections, once and for all time, 
of this misleading and deceiving ad- 
vertising, no matter from what 
source it comes,” according to 
George J. Burger, general manager 
of the association. 


Sends Out Questionnaires 


The association is sending ques- 
tionnaires to thousands of inde- 
pendent tire dealers asking prompt 
reports as to the damaging effects 
upon their businesses by the price- 
cutting advertising and alleged mis- 
leading statements and fictitious 
prices quoted. Although most of 
the special price advertising ended 
July 3, the association has bul- 
letined its dealer members urging 
them to insert cooperative adver- 
tising in their newspapers, to resist 
any further “50 off” sales and to 
build their cooperative advertising 
around the theme: 

“DON’T LET THEM TAKE YOU 

FOR A RIDE ON INFERIOR 

' ‘TIRES!” 


Mr. Burger has furnished dealers 
with data claiming that in their 
“50-off” sales manufacturers adver- 
tising one tire at list price and a 
;second tire at 50 per cent off actu- 
ally boosted the price of the list 
price of the tires advertised from 
$10.35 to $15.95. The 50 per cent 
reduction, according to Burger, led 
the public to believe it was saving 
$7.97, whereas the saving was actu- 
ally only $2.37. 


Manufacturers Still Annoyed 


Tire manufacturers claim they 
were forced into the special price 
advertising campaign by the adver- 
tising of mass distributors selling 
private brand tires. 

“We at least stirred up the Bet- 
ter Business Bureaus of the coun- 
try and that was something to ac- 
complish,” stated one prominent 
Akron tire official. “The Better 
Business Bureaus apparently do 
nothing when the mail order houses 
and chain stores run off-color ad- 
vertising, but the minute we do it 
defensively, they hop on us.” 

Manufacturers claim that first 
line tire prices stood up under the 
barrage of special prices on cheaper 
tires, and that the special sales 
actually increased the sale of first 
line tires, bringing into dealer and 
company owned stores customers 
who had drifted away, and enabling 
alert salesmen to convince them 
they should buy the better tires. 


Consumer Sales Up 


Consumer tire sales for the first 
six months of 1939, as result of a 
steady better than seasonal de- 
mand, the June 10-23 tire safety 
campaigns and the late June price 
advertising, spurted to more than 
16,500,000 casings against 12,800,000 
in the same period of 1938. Manu- 
facturers see strong possibility of 
a 33,000,000 unit year for 1939 but 
do not anticipate as heavy sales in 
the second half as in the first half 
year. 
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Why L & N President's 
Messages Are Numbered 


To the Editor: Your interest and 
favorable comments on our “Presi- 
dent’s Message No. 51,” and extract 
from which appeared in the Ad-lib- 
bing column of your June 26 issue, 
are very much appreciated. 

I also note your reference to the 
heading of this message, originally 
published in the June issue of the 
L & N employes’ magazine. You 
probably are not aware that this 
magazine is published principally 
for the benefit of our employes 
who, with the exception of a few 
exchanges and others likely inter- 
ested, receive all the copies printed. 
Messages, which have been appear- 
ing for over four years, deal pri- 
marily with matters concerning the 
operation of this railroad and other 
subjects of vital interest to its em- 
ployes. 

Frequently, several distinct sub- 
jects are embraced in one message. 
Obviously, therefore, it would be 
difficult, and perhaps inappropriate 
under the circumstances, to attempt 
to summarize the messages with 
headings or “punch lines” in order 
to draw attention to them. It is 
desired that the employes read them 
through carefully each month. 
Conceivably, an outline of the sub- 
ject matter might measurably de- 
feat such desire. 


J. J. Evper, 
Executive Assistant, Louis - 
ville & Nashville Railroad Com- 
pany, Louisville, Ky. 


vv 


Peace, Brother! 

To the Editor: A little piece from 
my “Stalker” column in the Poor 
Richard Almanack, monthly pub- 
lication of the Poor Richard Club. 

It has been suggested as an open- 
ing spark to set the ad world to 
work on a problem which seems to 
have baffled the diplomatic experts. 

Let’s work up a beautiful “pres- 
entation” and serve it and sell it 
to the world. I feel we could put 
the war news back at the bottom 
of page 48 in all editions. 

I'll leave it to “Ad Age” to start 
thé Peace fireworks. 

J. T. GALLAGHER, 

Gallagher & Muir, Inc., Adver- 

tising, Philadelphia. 

[Editor’s Note: Here’s Mr. Gal- 
lagher’s offering: 

“A little dream we've been hav- 
ing along the war-peace lines: Why 
can’t the associated advertising 
brains of the world get together 
on a gigantic ‘Promote Peace’ cam- 
paign that would stir a deep loath- 
ing of war among the peoples of the 
world? Posters, papers and mag- 
azines painting a glowing story of 
the old glories of Europe, its artists, 
music, festivals and fun. A series 
of smart letters (not written by 
presidents!) selling peace to the 
heads and executives of all nations 
Skywriters writing ‘Peace’ in two 
mile letters. A publicity depart- 
ment sending cheery stories to every 
paper in the world, dispelling the 
present ‘scare’ copy. <A _ breaking 
down of barriers to free communi- 
cation and contacts. An annual 
‘Olympic’ at which the heads will 
all meet, not mention their home 
troubles, have a good time, and 
learn that the other fellow is a 


‘pretty swell guy.’ Let's set the 
world dreaming about living- not | 
killing!” ] 
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Farmers Get the Idea 
of “Chic Sales-manship” 


To the Editor: We shot this sign 
“on test” in front of the McLean | 
Super Service Station at Bloom- | 
ington, Ill. Since most of their | 
business is done with rural people. 
this simple sign evoked a lot of | 
laughter and comment. According | 
to the attendants who kept tally | 
the idea registered with 80 per cent | 
of the farm customers who saw it. | 
It was a flop among city folks, how- | 


Voice of the Advertiser 


This department is a reader’s forum. 


ever, as only 10 per cent must have 
been “reared out back” without 
benefit of vitreous wonders. 

Market researchers take note. 

W. B. PETERSON, 

Director of Sales, Illinois Farm 

Supply Company, Chicago. 

: = = 
Testimonial 
(Not Paid For) 

To the Editor: Attached find a 
dollar bill in payment for as many 
copies as it will purchase of your 
July 10 issue which reproduces my 
letter and associated Maurath, Inc., 
ad on Page 18. 

Your editors will perhaps be in- 
terested in learning something about 
ADVERTISING AGE’s Cleveland circu- 
lation and readership via the fact 
that Whitey Maurath just called 
me, informing that no less than 
three dozen local phone calls had 
“annoyed” him so far today—advis- 
ing of his picture in your paper. 
And today, incidentally, is only the 
beginning, as it’s the day of deliv- 
ery. 

Lewis D. BrapsBury, 

Creative Division, Penton Pub- 

lishing Company, Cleveland. 
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We Didn't Pay for 
This One, Either 

To the Editor: We were totally 
unprepared for the great flood of 
inquiries that poured in on us fol- 
lowing publication of the story 
about our new method of making 
cuts which appeared in your issue 
of June 5, not realizing the wide- 
spread interest that it would create. 

It certainly speaks well of ADVER- 
TISING AGE for a great number of 
inquiries have mentioned your ex- 
cellent publication. 

We had expected to interest only 
a few newspapers in our state for 
the time being but we find that due 
to the great interest all over the 
country, we will be forced to revise 
our policy and also to speed up pro- 
duction plans. 

Joe A. BENNETT, 

Lynch Corporation, Anderson, 

Ind. 
- v v 


Sioux City “Tribune” 
Issues Statement 

To the Editor: Recently ApDvEr- 
TISING AGE printed a statement con- 
cerning the Sioux City Tribune and 
its withdrawal from the Audit Bu- 
reau of Circulations, issued by the 
managing director of the 
organization. This statement pre- 
sented only one side of the contro- 


| versy, and to many readers is apt | 
|}to prove 


misleading 
inference 
entirely 


if not ampli- 
was 
upon 


fied. The 
blame lay 
bune. 


the Tri- 


It is to correct this inference and | 


to present the full facts of the dis- 
agreement between the Tribune 
and the ABC that this statement is 
being presented. 


Primarily the disagreement dates | 


from 1931, when the Audit Bureau 


of Circulations abandoned its time- 


Letters are welcome. 


FARMERS GET IT 


honored rule of differentiating be- 
tween morning paper editions and 
evening paper editions when both 
publications are printed in the same 
plant. Such a rule, the Tribune 
insists, is distinctly unfair to an 
honest afternoon newspaper, as it 
gives the so-called “24-hour news- 
paper” an apparent but not real 
advantage in circulation over its 
afternoon competitor. 

In his statement of the contro- 
versy between the Tribune and the 
ABC, the managing director of the 
ABC accuses the Tribune of altering 
the ABC reports of the Sioux City 
Journal’s circulation. This we deny. 

The Tribune did publish the ABC 
report of the Journal’s circulation 
on Feb. 9, 1939. It did encircle 
certain figures in that report for the 
purpose of emphasis. But the report 
itself and the figures shown therein 
were in no way altered. 

In doing this, the Tribune did 
exactly what the Journal did itself 
several months previously—to be 
exact, on Sept. 20, 1938. But the 
Tribune was penalized while the 
Journal (although it was the first 
offender) was excused with mild 
criticism. 

At no time in this disagreement 
was the Tribune accused of exag- 
gerating its circulation figures. The 
last case of such charges in Sioux 
City was in 1916 when the Journal 
was denied ABC reports until 1917. 
That, however, is outside the pres- 
ent controversy. 

The Tribune believes that the 
Audit Bureau of Circulations has 
and can serve the advertisers and 
publications both. It does believe, 
also, that changes materially im- 
proving this service can be made 


|/morning inspection had 


latter ithe whole 


'Ralph Heusman, joined in singing 


that the | 


For instance, the statement of net 
paid circulation should take into 
| account the number of arrearages 
|no matter how old. Also a state- 
ment should be made as to the cost 
of circulation to the newspaper. It 
is obvious to anyone that the lower 
the cost of circulation to the news- 
paper, the more valuable is that cir- 
culation to the advertiser. 

The Tribune invites any or all of 
its advertisers to study the Sioux 
City field, and learn at first hand 
_ the true facts. 


EUGENE KELLY, 
Editor and Manager, The Tri- 


bune, Sioux City, Ia. 
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Navy Makes Business 


For Coast Hat Store 


To the Editor: I am sending you 
the following anecdote because I 
am sure it will please you, and your 
readers may enjoy it, too. 

Mr. John Cavanagh, chairman of 
the board of the Hat Corporation, 
who has just returned from a trip 
to the Pacific Coast, reports an 
interesting incident at Desmond’s 
Long Beach, Calif., shop. 

The straw rush was over and 


business had been rather quiet 
when suddenly a consistently steady 
influx of customers to the men’s hat 
|department was noticeable. As the 
day wore on the business increased 
until it could be classified as a rush 

An inquiry of one of the custom- | 
‘ers disclosed the fact that these | 
| young men were on shore leave | 
|from the squadron anchored in the 


| Pacific. Mr. Cavanagh was informed | 


| that the commanding officer at the | 
informed | 
the men not to be seen without hats | 


|whether they were on duty or off 
| duty. 


At the close of business that day 
Desmond staff, led by 


“Anchors Aweigh.” 
C. E. NEtson, 
Vice-President, O’Dea, Sheldon 
& Canaday, Inc., New York 


7, Ww 
Fairness Needed 
To the Editor: Thank you for 


your fair attitude in publishing the 
Princess Pat side of our present 
difference with the Federal Trade | 
Commission. 

We believe that fair treatment of | 


— 
—— 


York last week I was able to take 
in the Fair, and while it wasn’t pos. 
sible for me to see much that is 
available, I did sort of hit the high 
spots. The reactions set forth un- 
der “Note for Copywriters” tally 
so closely with my own that I fee] 
that whoever wrote them, and my. 
self, must be kindred souls. My im- 
pressions were very much the same, 
even to the quotation and inscrip- 
tion mentioned with regard to the 
Czecho-Slovak building. 
M. D. PENNEY, 

Sales Promotion Manager, 

Forbes Lithograph Mfg. Com- 

pany, Boston, Mass. 


the manufacturer (who is the ad- 
vertiser) by the publisher is neces- 
sary if the manufacturer is to sur- 
vive in present conditions. 
PATRICIA GORDON, 
President, Princess Pat, Inc., 
Chicago. 
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Reckless Abandon 

To the Editor: “We are a PAPA 
and MAMA store,” says Mr. Cas- 
aday in the enclosed advertisement 


HOURS AND POLICIES 
AT 


Casaday s 


1301 N. 20th Street 


Monday, the bd 7 bd 


No Unusual Drop in 

Displays, Says Installer 
To the Editor: The letters on 

window display advertising, which 


we will be 


neh ~~ “peda recently appeared in your publica- 
8 A. M. to 6 P. M. tion, were of particular interest to 
a ee us. 


We have served the window dis- 


cyan st 1:90 ond close of play requirements of national ad- 

We Go, not salt beer. We vertisers for more than 20 years. It 
the 

Gass € extocnn, Go comm = cannot be denied that in some in- 


stances, manufacturers have cut 
their appropriations covering this 
activity. However, the same has 
been true of every other form of 
advertising. 

Relating to our own clients, we 


i! 
| 
£ 


TEREEE 
Fie 


worked against passage ° . . 

of that bill know of no client who cut his win- 
costens we ares PAPA ond dow display appropriation without 
MAMA aan, tae men ob p ay ppr p u 
ject to married women work 


doing likewise with his total adver- 


ing till their wives get « job wT - 
or 2 Gay em Oe & Se tising expenditures. 


A few of our clients discontinued 
all window display activity. How- 
ever, we are pleased to report that 
after being without the benefits of 
this sales-producing aid for a while, 
all but one found it wise to return 
to this method of stimulating con- 
sumer purchasing. 

The truth of the matter is that 
general conditions have affected all 
forms of advertising —not merely 

vyvwy window display in particular. 
World's Fair Drama | In fact, at no time during our 20 
| years’ experience has window dis- 
Gets Another Adman play advertising enjoyed the same 

To the Editor: I have read with|wide acceptance and high respect 
a great deal of interest the item | that it does today. 


under Ad-libbing in your July 3 
issue under the sub-caption, ‘Note 
for Copywriters.” While in New 


from the Boise Capital News of 
July 1. While vitally interested in 
selling groceries, as he admits, this 
opinionated merchant enters into 
politics and social problems with 
reckless abandon when the occasion 
warrants. 

FREDERIC J. COCHRANE, 

Capital News, Boise, Ida. 


M. M. SALT, 
Excelsior Window Trimming 
Corporation, New York. 


SUNSET 
BY 


EQUALLY IMPORTANT 
AS A DEALER INFLUENCE 


Dear Sunset: As distributors for Fraser gas heat- 
ing equipment in California, Arizona, and a por- 
tion of Nevada we have found that Sunset allows 
us the rare combination of selectivity in markets 
with high buying power and heavily concentrated 
circulation in those markets. 


We have found that the cost per reader has been 
substantially reduced since our Sunset program 
was adopted. Sunset is equally as important as 
a means of influencing dealers as it is for actually 
selling superior features of Fraser to gas heating 


prospects. 
Rogers Porter 
Advertising Manager 
H. R. Basford Company 
San Francisco 

Guide, Philosopher. 

& Friend in over 

225,000 western 


homes 


LANE Pusiisuine Co 
SAN FRANCISCO 
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___ AGENCY HEAD IS ADVERTISING HERO 


MaTcH THIS 


“Shooting” 
a Charging Rhinoceros 
2 Feet Away! 


To a rhmoceros an automobile & a menacing 
monster. One whiff of gasoline and there is 
murder in his eyes. In a flash, he whips two sons 
of bone and muscle into blind, driving speed! 
Poinwng he powerful, piercing tusks he lunges 
to kill! Captain Harold A. White has faced the 
goring charge of this beast many times, “shoot- 

ing” with nothing more than a camera. $0 feet 
away... 10 feet... 2 feet and cr-r-ash! The 
horny tusks of the thine plunge into the front of 
hes car, while Captain White grinds away. 


It is a far cry from shooting a fierce rhino to 
sipping a smooth, mild White Horse. But the 
thrill in both is matchless! And you never have 
w hunt for White Horse. For wherever you 
are, White Horse is there... and everywhere. 
Lift a tall glass of White Horse and we-cold 
soda. In your frosty glass is proof of the supe- 
riority of White Horse, and the reason for its 
wemendous popularity, through the centuries 
and throughout the world. Match it if you can! 


The Sun Never Sets on 


- QWinrtr Horse 


The Matchless Scotch of Rarest Excellence 


° er Viatneres 
Co. tec... New York 


if you can! 


Capt. Harold White, head of the White 


newspaper summer series for the whisky. 


Agency President 
ls Hero of New 
White Horse Copy 


scribed by an executive of the 


New York, July 12.—Marking 
the first departure from the “big 
horse, big bottle, big name” type | 


of advertising which has been used | which Capt. White has passed along 


by Browne Vintners Company for 


White Horse Scotch whisky, as well | 


as the first sustained series in 
which an agency executive plays 
the role of hero, a summer cam- 


paign has just been released by the 
company which features the jungle 
adventures of Capt. Harold A. 
White, explorer, curator and world 
traveler. 

The adventures depicted in the 
copy are authentic experiences of 
Capt. White, who is president of 
White-Lowell Company, the agency 
in charge of White Horse advertis- 
ing. Copy does not mention that 
the explorer is an advertising ex- 
ecutive. 

Constituting the largest summer 
campaign ever launched in behalf 
of White Horse, 450-line insertions 
will appear 
newspapers in key cities through- 
out the country. A series of 30 or 
40 insertions, each depicting and 
describing a different adventure, is 
planned. 


Lectures Will Help 


The campaign will be merchan- 
dised to the trade through a lec- 
ture series in which Capt. White 
will relate his experiences. De- 


KANSAS CITY, MISSOURI 
oa WATTS . 1530 KiLocrctes 
© PLUG" KENDRICK LL “JANE” SAQUIER 


| the slogan, 


once each week in| 


Horse agency, is the subject of a new 


agency as a campaign with “90 per 
cent attraction value and 10 per 
cent sell,” the unusual copy is ex- 
pected to arouse considerable in- 
terest both among dealers and con- 
sumers. 

Four different types of stories 
will be featured during the White 
Horse drive. Personal experiences 
of dramatic interest, unusual geo- 
graphical and historical facts, 
“matchless phenomena” of the type 


to Robert Ripley and John Hix for 
their syndicated oddity features, 
and unusual facts about animals 
and plants in far-off lands. 

Slogan for the campaign is 
“Match this if you can.” Each in- 
sertion carries a small box holding 
a drawing of Capt. White, and urges 
newspaper readers to follow the 
story of his adventures each week. 
Drawings, made from photographs 
taken by the explorer, will illus- 
trate the word story. Tying in with 
the product is promoted 
s “The matchless Scotch of rarest 
excellence.” 


Matchless Thrills 


The copy of the initial insertion 
read: “To a rhinocerous an auto- 
mobile is a menacing monster. One 
whiff of gasoline and there is mur- 
der in his eyes. In a flash, he 
whips two tons of bone and muscle 
into blind, driving speed! Point- 
ing his powerful, piercing tusks he 
lunges to kill! 

“Captain Harold A. White has 
faced the goring charge of this beast 
many times, ‘shooting’ with noth- 
ing more than a camera. 50 feet 
away ... 10 feet... 2 feet and 
cr-r-ash! The horny tusks of the 
rhino plunge into the front of his 


Win Display Contest 

Frank Billock, of S. & H. Sport 
Shop, LaCrosse, Wis., and Wade 
Dohoney, of Fred Varney Sports 
Goods, Clayton, Mo., head the list of 
eight prize winners in the national 
window display contest staged 
during National Tennis Week by 
The Sporting Goods Dealer, St. 
Louis. 


“Gazette” to Dunscomb 


George Dunscomb has been ap- 
pointed publisher of the Daily Ga- 
zette, Berkeley, Calif. For the past 
six years he has been with McCann- 
Erickson, Chicago. Mrs. Flora 
Dunscomb, widow of the paper’s 
founder, retains her controlling in- 
terest. 


Benrus to Extend Radio 


Plans for extension of advertis- 
ing activities in the fall and winter 
were outlined at a summer sales 
conference of Benrus Watch Com- 
pany, New York. Present radio 
time signal coverage will be in- 
creased by several stations. 


Locke with Mercury 

Robert O. Locke has joined Mer- 
cury Advertising Agency, Chicago, 
as account executive. He was for- 
merly in the sales department of 
Goodyear Tire & Rubber Company, 
Fort Wayne, Ind. 


University, CBS 
Collaborate on 
New Radio Show 


Chicago, July 13.—The Univer- 
sity of Chicago, a sponsor of edu- 
cational radio programs since 1922, 
today announced plans for a new 
program believed to represent a 
substantial step forward in this type 
of radio entertainment and de- 
signed more specifically to “sell” 
the research achievements of the 
country’s major universities. 

The new program, to be produced 
in collaboration with Columbia 
Broadcasting System, will be titled 
“The Human Adventure.” It will 
run a full hour, starting Tuesday 
night July 25 at 8 p. m., EDST, and 
will be heard each week at that 
time for a limited period. Research 
achievements will be dramatized by 
a professional cast, working from a 
professionally prepared script under 
direction of Brewster Morgan of 
Columbia University. The program 
will originate in New York. 


Benton Is Originator 


The program was conceived by 
William Benton, vice-president of 
the University. Mr. Benton is well 
remembered in the advertising fra- 


ternity as a founder of Benton & 


Bowles and a pioneer in building 
such successful commercial shows 
as “Showboat,” “Gang Busters” 
and the “Palmolive Beauty Box.” 
Since his arrival at the university 
two years ago, he has been espe- 
cially active in the educational use 
of both radio and motion pictures. 


U. of C. Long Active 


The University has long been ac- 
tive in educational broadcasting, 
sponsoring its first program in 1922. 
Its “Round Table” program has 
been on the National Broadcasting 
Company network for nearly six 
years. This is the oldest educa- 
tional program continuously on the 
air and is estimated to have one of 
the largest audiences. 


Schneider to Seidenbaum 


L. A. Schneider, formerly head of 
his own agency in New York, has 
joined William G. Seidenbaum Ad- 
vertising Agency, New York, as 
merchandising consultant and ac- 
count executive. 


Blum Names Kimball 


Norman Blum Company, New 
York, has appointed Abbott Kim- 
ball Company, New York, to handle 
promotion of Kislav gloves. Na- 
tional magazines and newspapers 
will be used. 


It wasn’t even close. 


car, While Captain White grinds 
away.” The remainder of the copy 
| declares that both photographing a 
charging rhino and sipping White 
Horse are a “matchless thrill.” 


“Chicago American” 
to Retire Bonds 
The Evening American Publish- 
ing Company, Chicago, has called 
for immediate payment 
issue of 6 per cent debenture bonds. 
Payment for the 


its entire 


full amount of 
the bonds with interest to maturity 
| July 1, may be obtained by holders 


too, prove WNEW’s 


|} of the 
| Bank & Trust Company. 


‘Account to Wald 


| Ellsworth Chemical 
New Haven, Conn., 
handle its account. 


used. 


Warner with Mansfield 


C. C. Warner has been appointed | 
sales promotion manager of Mans- 


| 


jfield Tire & Rubber Company, 
Mansfield, O. He formerly held the | 
same position with Dayton Rubber | 


| Mfg. Company. 


bonds at American National 


Company, 
has appointed 
S. Wald Advertising, New York, to | 

Newspapers, 
magazines and direct mail will be 


te 


Hooper-Holmes tabulated the 
results, WNEW showed up with 
well over twice the listeners. 
Other independent researches, 
great sales- 
building power. We will be happy 
to send you these surveys—even 
happier to show them to you. Our 
address—501 Madison Avenue. Our 
’phone number—Plaza 3-3300. 


Like Johnstown took the Derby. . . 
Like the Yanks took the pennant... 


Like America took the polo cup... 


That’s how WNEW took the other 
New York City independent sta- 
tions in a contest to determine 
which had the greatest audience. 


When 


me je 


“SERVING NEW YORK AND NEW JERSEY 24 HOURS A DAY 
5000 WATTS BY DAY - 1000 WATTS BY NIGHT - 1250 KILOCYCLES 
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ADVERTISING AGE 


July 17, 1939 


CITRUS MEN GO INTO ACTION 


Commissioner Harvey Henderson (center), chairman of the advertising com- 


mittee of the Florida Citrus Commission, 


Jordan Hargrove of Arthur Kudner, 


visits the New York auction market with 


Inc., the commission's agency, and J. 


Helliwell, sales promotion representative. 


First Copy Set to 
Make Gothamites 


Pa-Pi-A Conscious 


New York, July 12.—A South Sea 
touch will be added to the increas- 
ingly variegated soft drink picture 
this week when Pa-Pi-A Corpora- 
tion launches an advertising test 
for Vanti Pa-Pi-A, a _ beverage 
made from the tropical papaya 
melon. First copy will break in 
newspapers on the outskirts of the 
New York metropolitan area and 
will gradually move in on the big 
city. 

According to Erwin, Wasey & 
Co., the Pa-Pi-A agency, the same 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


982% of farm incomes from 
O92 of the forms ?Where? 


will be 
The 


“creeping up” technique 
employed in other markets. 


advertising program, which will at- | 


tempt to make the most of what is 
left of the summer season, is still 
being formulated, but indications 


of a sizable appropriation are con- | 


tained in the revelation that 130 
bottling points will be employed in 
distribution of the drink. 


Tropical Atmosphere 


During the summer months the 
theme will probably be confined 
to proclaiming a “new taste sensa- 
tion,” with tropical atmosphere 
used liberally. The papaya melon, 
whose pulp and juice are used in 
making the drink, 
several important vitamins and a 
digestive aid substance, but these 
facts will be subordinated at pres- 
ent. 

After the summer it is ex- 
pected that Vanti Pa-Pi-A will be 


pushed as a mixer for hard drinks. | 
The beverage comes in a six-ounce | 


bottle selling for five cents and in 
family size containers. 


plusses. 


Yes, in the WNAX Primary Daytime Area 
are 6.9°/, of U.S. farms which account for 
9.8°/, of the Nation's total cash farm in- 
come—about $750,000,000 yearly. 


WNAX farms are definitely above average. 
They account for 13°/, of land and build- 
ing value, 11.3°/, of farm autos, 16.1°/, of 
farm tractors. 


And there are many more 


First in RURAL population, WNAX also is 


* And, Oo} ¢ 
WNAX in 
with th 
lowa Network at an 
exceptionally 


rate 


OursSe, You 


can buy 


people. 


combination 


nomical 


low 


24th among Columbia stations in primary 
daytime URBAN audience — 717,300 


That's why WNAX is one of the most eco- 


stations in the country. You can 


buy its 719,500 radio families for as little as 
31/3 cents per thousand. 


Want more facts? Just write us, or call 
the nearest Katz Agency Office. 


YANKTON, $.D. * 570 Kilocycles * CBS 
5000 WATTS L.$. « 
Represented by THE KATZ AGENCY 


1000 WATTS HIGHT 


Key toa 5-STATE, $900,000,000 MARKET in the MIDWEST 


is said to contain | 


— 
a SA NNN — 


INCOME AND EXPENSE DATA ON ‘NETWORKS AND THEIR STATIONS 


[ M « O strtion operations 
= iw 
Betwork 3 Non-key Total Grand 
Particulars operations Key stations stations stations total 
raed ee - a Col. Col. & (Col. 5) Col. 6 
es (Cor. 2) . ® (con. » If : ) * 5 ( . ) 
(a) Revenues 
l. Wet time sales to advertisers (after trade dsoenunte) 54 938.879 - - - 54,938,879 
a. Sale of seanhen time to networks..... - 2,604,948 2,542, WHO | 5,347,368 5. 347, 388 
bd. Sale of station time to users... ... 6-0 oer e eee e tee ee es eeeeenes - 2,989,106 4,848,152 | 7,637,256 7,837,258 
2. Received of other networks and stations for network. . sees 
broadcasting of their time sales to advertisers --.---- teneee © e e a wd 
3. Total time sales..-..--.----++ debelsReaeeristescteisesscciscnneeetene 54.938 .679 5, 794,054 7,390,592 | 13,184,646 68,123,525 
4. Less-Portion of sales paid to other ory a Wb , 858 - - - 496, 656 
° f eal 4 to managed operat 
. a = 1a5 a hen abess oeeeds as eibécetbaken eaaeeen 2,604,946 - ad ° 2,604, gus 
manag: r 
Oe ee SURI or 0ce-e: as caopcatasnsaianion 2,542, ° . ° 2,542, Wn 
©. Portion of sales paid to independent stations. - o renveccesecescoces 13,134, 385 - - ~ 13,134,385 
a i f sal 4 to foreign and territorial 
sae A Ro gsctbvedens WEPTTTITITT TTT) 504.737 - - - 504,737 
Total payments to others for broadcast service........ sous bee eens 19,483, 369 - - - 19,483, 369 
5. Balance; Net tise sales to advertisers retained by networks.........- 35. 455.510 5. 794,054 7,390,592 | 13,164,646 4S 640,156 
6. Sustaining program sales to stations.......-ceeccceess erence eeeeeenees 20,470 = - - 20,470 
| 7. Sale of talent and booking commissions... ..-- se cccccecercrneewerrrcuee 2,61, - 348,816 366,616 2.770, 782 
8. Recoveries by networks from others on communication line charges ..... 1,085,469 - 65,494 65,404 a ee 
} a. Other revenue incidental to broadcasting... ...........eceeeceereee 1,451,947 - 96.477 96,477 1,548, 
9. Rent received from broadcast equipment and other fixed 
assets leased to others (included in (d) Below) esecceecseecerseee 
10. Total net time sales and other revenues of networks................055 40, 995.360 5.794, 7,941,382 | 13,735,435 54,130, 795 
ll. <n Commissions paid to agencies and brokers.......--.-.+esesssee 6,165, The 437,206 665,278 | 1,102,486 9,268,228 
12. Total revenues of networks and their MAO stations... 6.66. cece eesenrne 32,229,616 5, 356,646 7,276,103 | 12,632,949 44, 662.567 
(>) Expenses 
l. ‘echnical expenses: 
. Salaries and  . . caek osustabaseanncseasatusgactienial 1,879. 422 467 999,122 | 1,021,589 2,901,416 
®. Cost fam,....... Sedu wacccnshiosscehuben dakegepauensdbhanecenee beige 4 161,666 129,553 291,221 373,885 
j ©. Other tochmionl expenses .... 2.1.6... eee e seer eer eeeeeeeeeeeesereees 338,576 136,440 145 683 264,323 622 
tL ne sos ac undps bene ane ane eEna eRe EANGKaeuEe 2,301,069 722,575 674,558 | 1,597,133 3,698, 202 
2. Program expenses: 
*. fuerte and supervision (ineluding exp of BD cccccee 2, 284,165 276.279 462,35 740,632 3,024,797 
dD. Remt for commumiantion Limes .... «2... 20. cccccccnccccccccccseseces 5,902,770 - = 6,104 6,000,874 
CG. GREE GURONES a vccccccdccccccccrcccscccneseccvovosccocescescecccss 5,217,697 624,759 923,532 21 6, 766,188 
4. Royalties and license fees paid, relating te program material ..... 489, 307 22-335 398 ,922 yy 947,621 
©. Other expenses directly related to programe ............. 05. seseues 978,642 116, ° 215,083 1,193,925 
EPRI COPE EP PPE EM, PeeE Te PTT TT TTC OTTEPTUTT ETT TTT TTT Te, 14,672,981 1,078,990 1,981,434 | 3,060,424 17,933,405 
‘. a@vertising, oa: and selling expenses: 
Se Be I bi nin ccccdceeeenccadsieeseresereunncsosee 1,765,534 209,261 272,768 462,029 2,247,563 
db. Other capenees | related ay to advertising, promotional, 
QNd OOLLANG ~~ 6-6 eee newer e rere eee ener ee eassnenees oks , 764 112,906 311,729 424.6395 1,374,399 
GE ccc cens lee Oe ead di daed baw hodeeraameenvianensaened 2,715,298 322,167 5e4 497 906 664 3,671 ,962 
4. Qeneral and administrative expenses; 
| Be I oki cs vanccnnnncenscsedeassabsrrcrencerercciveces 9n,.715 115.947 222 854 Be 1,270,516 
| ©, WHE GONE coc ccccxercuvecsnscrecssveventesvcsssescccvcceseseed Rade 32,030 12,626 ’ 299.227 
¢. Other general and administrative expenses ©... 6666666 cece rene eeees 2, hg 38 284,359 193.544 477,903 2,927,342 
een ry err rrr err err rrr rrr rrr rT rr TTT ttre tri 3,635. 72% 432.3536 429,024 861, 3%60 4,497,064 
5. Other broadcast expenses: 
hi SN EP rere re rer ry ST TTT TTT ret te heey tT eT ey ere bls O48 138 83,402 138,538 583,586 
>. Office supplies and services not reported elsewhere above......... 3,115 102 - 4,102 40,217 
| NE i oon cuv cared eek ies iis the dendbenheresecurracetegustesadben 461,163 9,238 83,402 142,640 = 623.1 005 | 
6. Total direct broadeast expenses 9... 6... cece cece e cece eeenneereeed 2h 006 , 235 2,615,306 3,952,915 | 6,566,221 .57h, we | 
7. Depreciation of assets devoted to droadoasting ....-.. 66. cece cceeeerned 729,684 092 265.094 350,186 1,060,070 
6. amortisation of intangible assets applicable to broadcasting ........-4 - - - - 
9. Taxes assignable to broadcast service (other than taxes on net income) 890,034 a 120,265 185,916 1,075,950 
10. Plant losses assignable to broadcast service ...... 6.6.6 e eee e eee e eens 4 9,282 1,2 - 1,242 10, 52% 
Ll. Umeollectible broadcast revenues ... «6... 6.6 cece c cece eee ween eeneeeenee 4 11,710 1,567 2,270 3,837 15,547 
12. Rent for broadcast plant leased from others ....... se ccc eee seven envees 4 2,233,027 O01 527,257 258 2,798,285 
13. Total indirect broadeast expenses .. 6.6... c eee c ene e eee eeenees 4 3,873,937 191,553 914,686] 1,106,439 4,980,376 
1b. Total expenses of networks and th@ir MAO stations.............60005 27,880,172 2,806 659 4,667,601| 7 618.600 35.594, 832 
| (@) Net revenue from broadcast services . 4 4p ee 2,549 987 2,408 , 302 mt 958, 289 9,3907.735 
(4) Other income per rae Sees Seeccoeeaueeenee er Tee IYI) 174,752 
(@) Gross income ° " PRPS SSSESSH SON SSCSHIOSSCASOSSASA HS SES ee eerescesureeres SSSR REE EEE OHH Re Hee eee eee eee eee 9, 462, 4e6 
(ft) Deduetions from ineome eeveroccesrer LAPP PL PPR RSE REET R RRS ER RTE RTE RETR TERRIER . 985,090 
(e) Net income before income taxes Meee ICICI ee SETS e OST ETT eT eee ee eee eee ee eee 6,497,396 
| (p) Eetimated income taxes 
Bs: GUI oe sokeesnnna deduces sanedeuasieieeds ces cnntesensvecnsaeesteait 606600000000 ce cececcccccoccoscccosesoccecocccsseccccces 8e%F S719 
2. State ++ 900000000000 0ccesees co ceeeeceeeeseeecerers coeccece sees 19,900 
| (1) Met income for the period .. ‘iddaianiidieiaiaiaie er! ME 
_———————E a 


Aluminum Plates 


at Lower Cost 
Is ALCOA Hope 


Pittsburgh, July 13.—The Alumi- | 
num Company of America today 
marked its expansion into a new 
field with announcement that en- 
graving plates made from alumi- 
num after the metal has 
treated by an electro-chemical pro- 


been | 


cess have been found to be more | 


much 
plates 


durable and 
the copper 
use. 
Exhaustive tests and comparisons 
of plates made from both 
have been conducted since early in 
the spring, the company said, 
serting that it has been proven that 


than 
common 


cheaper 
now in 


aluminum plates will stand ap- 
proximately five times as many 
impressions as copper 

The aluminum plates, it was re- 
ported, are from 25 to 50 per cent 
cheaper than copper plates 


Awards Wardrobe Prizes 


Complete fall outfits 
awarded as prizes in the 
High School wardrobe 
sored by Parents’ Magazine, New 
York. The prizes will be awarded 
j}to the daughters of the three win- 
ners who were asked to design ideal 
| wardrobes “To the Teens’ Taste.” 


will be 
Back-to- 
contest spon- 


Lynch to Pierre Hotel 

W. Ware Lynch, formerly with 
the advertising department of the 
American Museum of Natural His- 


tory, has been named advertising 
manager of the Pierre Hotel, New 
York. He was previously with Ar- 


thur Kudner, New York 


metals | 


as- | 


Morrison Heads Bureau 

Merwin C. Morrison has been ap- 
pointed director of the new pub- 
licity bureau of Buffalo, N. Y. He 
was formerly with WBEN and pre- 
iviously with the Buffalo Evening 
|News. 


New Post for Norris 

Frank Norris, sales and advertis- 
ing promotion manager of Oshkosh 
Brewing Company for the past ten 
years, has taken a similar post with 
| Walter Brewing Company, Menasha, 
Wis. 
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ROLL-YOUR-OWN BACK 


_ 


SAVE 9¢ A PACK ON CIGARETTES! 


UF ederal, State and City Taxes) 


e.. BLENDED Fj 
MGARET Ts Topacco} 


OLL yourself 20 of more swell mestic—blended like the tobsccos 
R cogaretves from a nickel pack of — in high-grade ready-made cigarenes. 
Bugler and you save 9¢ in taxes—and «Cut long, too, so it rolls eaty and 
more besides 08 what you sow pay obligin’. Buy yoursells peck of Bugler 
per pack of 20 resdy-mades. Bugler today (gummed papers are free). .+ 

ade of choice Turkish and do- then light wp and pocket your savings. 


4} / 4 ue ” 4 
LLM LLL ; 


BUGLER THRIFT KIT {?:=" <==) ALL FOR 25¢ 


TUNE we beginr Mentenen Perry beers iidey— WIE — Mew Tork 1 Pm tmet 


Imposition of new taxes on cigarettes in 
New York brought this Bugler roll-your- 
own economy copy to the fore. 


Plan Qualitative 
Reports on 
Radio Listening 


New York, July 12.—In an at- 
tempt to provide more qualitative 
measurement of audience listening 
habits, C. E. Hooper, president, C. E. 
Hooper, Inc., revealed this week 
that his organization has stream- 
lined the nature of its work to give 
a more accurate base for gauging 
the comparative pulling power of 
programs. The new measurement 
standards go into effect with the 
July Hooper reports. 

While the primary objective of 
the Hooper studies remains the rat- 
ing of “program popularity,” Mr. 
Hooper pointed out that the varia- 
bles which enter into the picture, 
such as competition, programs pre- 
ceding or following, point at which 
survey is made, time of program, 
and lapse of time between broad- 
cast and interview, formerly de- 
tracted from the accuracy of the 
rating. It is the consideration of 
these variables which will chiefly 
distinguish the new Hooper reports. 

Perhaps the most important de- 
parture in the Hooper method is the 
determination of 30 survey points 
where check-ups can be conducted 
under uniform conditions. Only 31 
cities in the country qualified on 
the three points of uniformity de- 
termined by Hooper. These are: 1. 
There must be local service by all 
three major networks. 2. An ade- 
Cuate signal must be laid down by 
each local network station within 
the area. 3. There must be a suf- 
ficiently large list of telephone sub- 
Scribers to provide “fresh” numbers 
ontinuously even though numbers 
are “used up.” 


Program Sequence Important 


The cities which qualify for the 
100} uniformity standards are 

into five zones, with 13 
“ties in the eastern zone, four in 
‘the north central, seven in the south 
*entral, four pacific and two moun- 
‘ain. Population in these “ideal” 
anges from 200,000 upward. 
Another variable which will 
neeforth command much atten- 
that which concerns the pro- 
preceding or following that 
_ s being checked. The shift 


divide d 


i network to a spot preceding 

nd Abner caused a boost in 

ter’s listening audience of 
tae ‘0 per cent, Mr. Hooper as- 

n commenting on the impor- 
nee of this factor. 

“© ime at which a program is 
‘, Mr. Hooper declared, can 
nge the hold a radio show 

listener. A certain do- 
ima heard in the morning 
25 per cent of the listen- 
nee at that time, according 

_ ver ratings. Repeated in the 

© of the afternoon, the broad- 


\mos n’ Andy program from | 


} 
| 
| 


cast claims 66 per cent of the listen- 
ing housewives. The reason, Hooper 
found, was that the morning broad- 
cast ran into heavy network com- 
petition, while the afternoon ver- 
sion had little effective competition. 

Under the new plan, the Hooper 
reports will be presented in three 
parts, a “National Program Rating” 
report, a “Sets in Use” report and a 
“Sectional Program Rating” report. 
In the first category two reports 
will be issued monthly, one cover- 
ing all daytime, one all evening 
sponsored network programs carried 
by NBC Red and Blue and Colum- 
bia Broadcasting System. 

Having laid what he claims is the 
basis of a qualitative check-up, Mr. 
Hooper is also offering radio ad- 
vertisers specific information about 


their own programs which he con-| 
siders as falling into the qualitative 
category. This includes such infor- 
mation as: the type of people listen- 
ing, reports on their age and sex, 
variation in listening from national 
average by individual cities, audi- | 
ence shifts during programs, use of | 
radio advertised products by listen- 
ers compared with non-listeners, 
duplication of listeners between any 
given pair of programs, such as two}! 
cigarette broadcasts, and frequency 
of listening and turnover of audi- 
ence of individual programs. 


Coming 
Conventions 


July 17-19. Annual convention, 
Trade Association of Advertising 
Distributors, Benjamin Franklin 
Hotel, Philadelphia. 

Aug. 22-24. National Sign As- 


|sociation convention, and Interna- 


tional Sign Exposition, Hotel Stev- 
ens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 


Sept. 20-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


To Represent “Mercury” 


cers to Meet Royal York Hotel, Toronto. 


The annual fall meeting of of-| : . 
ficers and directors of the Advertis-| _5¢Pt- 13-16. Annual convention, 


ing Affiliation will be held in | Association of National Advertisers, 
Jamestown, N. Y., Sept. 30. The Homestead, Hot Springs, Va. 


Alleva & Riordan, Philadelphia, 
has been appointed to represent 
The American Mercury in the Phil- 
adelphia area. 


2001 CALUMET AVENUE + PHONE: CALUMET 4137 + CHICAGO, ILLINOIS 


l—F YOU FEEL 
TEMPTED TO TRY 
CLAIRVOYANCE-— 


—in the buying of your engravings, it might be well to consider that the engraver’s 
experience, his knowledge, his craftsmanship and his ability to perform under 
all conditions are intangibles ... They cannot be seen—even in the crystal ball. 
... Plants, men, equipment—you can see, but the best fortune teller in the 
world can't guarantee their functioning together effectively and economically. 
... Unless an engraver has a record and an established reputation for unfailing 
uniformity of good performance, an adventure as a clairvoyant buyer probably 
will be attended by the usual disappointing results. ... Many nationally known 
advertisers will give you definite and convincing reasons why they have been 
consistent, year-after-year buyers of the abilities, the experience, the crafts- 
manship and the uniformly high quality of the Rogers Engraving Company. 


Rocers ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
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JUNE SALES OF CHAIN STORES 


% Gain 6 Months 6 Months % Gain 
1939 1938 or Loss 1939 1938 or Loss 
Edison 
Stores ....$ 2,258,855 $ 2,187,136 +3.3 $ 12,466,112 $ 12,100,641 +3.0 
Grant, W. T. 8,386,224 7,607,974 +10.2 43,702,172 40,263,742 +8.5 
Green, H. lL 2,712,353 2,496,204 +8.7 14,714,628 13,391,748 +9.9 
tJewel ..... 1,806,537 1,800,775 +0.3 11,171,649 10,954,915 +2.0 
Kresge, S. S. 12,011,134 11,293,038 +6.3 66,663,889 63,730,079 + 4.6 
Kress, S. H.. 6,406,259 6,235,036 +2.7 35,725,663 35,982,840 —0.7 
tKroger Groc. 
& Baking 
ae adeeese 18,328,445 17,630,883 +-3.9 109,988,804 107,923,389 +1.9 
Lerner Stores 3,651,887 3,356,511 +8.8 17,964,472 17,081,901 +5.2 
McCrory 
Stores .... 3,420,347 3,200,343 +6.9 18,838,144 17,724,463 +6.3 
McLellan 
Stores .... 1,793,997 1,715,645 +4.6 9,538,045 8,930,141 +6.8 
Murphy, G. C. 3,758,315 3,293,857 +14.1 19,989,489 17,865,797 +-12.0 


tNat'l Tea 


i awee ke 4,154,412 4,209,063 —1.3 25,139,280 26,198,217 —4.1 
Neisner Bros. 2,010,724 1,631,254 + 23.3 10,345,079 8,601,228 +20.3 
Newberry, 

ae adkant 4,112,114 3,867,431 +6.: 21,705,930 20,254,163 +7.2 
Penney, J. ¢ 22,235,459 20,321,061 +9.4 115,654,398 105,295,179 +9.8 
Peoples Drug 

Stores .... 1,800,826 1,706,058 +5.5 10,896,454 10,392,714 +4.8 
*Safeway 

Stores .... 29,516,143 28,311,389 +4.3 170,490,925 165,838,200 +2.8 
Spiegel, Inc. 3,664,447 3,798,512 —3.5 23,024,244 21,475,335 +7.2 
tSears, Roe- 

buck & Co. 53,107,759 39,809,726 +33.4 232,914,875 189,084,824 + 23.2 
Walgreen Co. 5,551,428 5,213,298 +6.5 34,281,711 32,316,719 +6.1 
Ward, Mont- 

gomery & 

Cs Keeeas 41,301,572 33,744,533 + 15.6 210,682,376 183,358,645 + 14.9 
Western Auto 

Supply Co. 4,324,000 3,458,000 +25.0 19,015,000 14,744,000 + 29.0 
Woolworth, 

F. W. .... 24,662,006 23,149,128 +6.5 138,749,343 133,055,591 + 4.2 

Total ....$260,975,243 $230,036,855 + 13.4 $1,373,662,682 $1,256,564,471 +9.3 


tCovers four and 20-week periods ended June 18. 


tCovers four and 24-week periods ¢ 


ended June 17. 


*Covers four and 24-week periods ended June 10. 


June Chain Sales 
Are 13.4% Above 
Total for 1938 


New York, July 13.—Sales of 
major chain stores for June con- 


tinued to show gains over 1938 
totals, according to reports to 
ADVERTISING AGE today, with a 


group of 23 reporting total volume 
of $260,975,243 for an increase of 
13.4 per cent. 

All but two of the 23 reported 
gains for the month and many set 
new records. The cumulative total 
also stood well above 1938 volume 
at this point. Total sales for the 
group for the first six months of 


the year 
1938. 

Among those whose June sales set 
new marks were Walgreen, with an 
increase of 6.5 per cent; Mont- 
gomery Ward, 15.6; Woolworth, 6.5, 
and Sears, 33.4. 

Others to report substantial gains 
for the month included W. T. Grant, 
10.2; G. C. Murphy, 14.1; Neisner, 
23.3, and Western Auto, 25 per cent. 

Figures for the individual stores 
are shown in the accompanying 
table. 


Purvis Becomes Publisher 

Melvin Purvis, former G-man, 
will begin publication of an after- 
noon daily newspaper in Florence, 
BS G, mee. §. 


were 9.3 per cent over 


BUSI 


@ Residential building 


figures. 


@ The city also shows 
power consumption, 28.8 
increase in long distan 
sales rose 16.4 per cent; 


per cent and postal recei 


This alert, 
SALES through the med 


free-spending 


ESTABL! 


AKRON 
SHOWS GAIN! 


@ Akron business showed a sharp increase for the 
first five months of this year over the correspond- 
ing period of 1938, according to figures prepared 
by Akron University Commerce Department. 


and doubled in number over 1938. New automo- 


bile and truck sales better than doubled the 1938 


AKRON BEACON JOURNAL 


REPRESENTED BY: STORY, BROOKS & FINLEY 


NESS 


permits tripled in value 


sound gains in industrial 
per cent; an 18.6 per cent 
ce calls; actual property 
bank deposits went up 15.2 


pts 7.4 per cent. 


Market offers you PLUS 


ium of the.... 


Getting Personal 


A cute little front page newspaper gag practiced on the Atlantic 
City boardwalk seemed to captivate sume of the broadcasters. An 
enterprising printer has set up a press in a tiny stall where he im- 
prints names of visitors as streamer headlines on each day’s issues 
of the Atlantic City Press. Among those who were welcomed to the 
resort in 64-point gothic type, eight columns across, were Herb Aker- 
berg, CBS vice-president; Harry Wilder, WSYR, Syracuse; Neville 
Miller, NAB prexy; L. B. Wilson, WCKY president; and Harold Smith, 
WOKO, Albany, N. Y. The tariff is half a dollar for three copies 
while you wait. . . 

The annual NAB golf tournament, held at Northfield Country 
Club, near Atlantic City, resulted in a three-way tie. Net scores of 
81 were recorded by Harry C. Butcher, CBS vice-president in Wash- 
ington; M. Carmichael, KWK St. Louis; and W. K. Pyle, KFBI, Abilene, 
Kan. Mr. Butcher gracefully relinquished his claim to honors be- 
cause he had walked off with the 1937 trophy. Duplicate cups were 
handed to the other two top-notchers. . . 

Enos Schaffer, a.m., American Steel Export Company (Philco 
Radio subsidiary) takes on night work teaching advertising and mar- 
keting to novices at the Pace Institute in New York City. . . Arthur 
Goodfriend, of the L. C. Gumbinner agency, has just returned from 
four weeks of trying to make Europe Palm Beach suit-conscious. . 

James Harvey Hebb, radio writer at KYW, Philadelphia, received 
a Ford V-8 de luxe sedan for taking the best photograph at the Ford 
World’s Fair exhibit during May. . . Herman Hettinger, professor of 
marketing at the Wharton School, recently addressed the WOR sales 
staff on the topic “Present trends in the sale of Spot Radio.” . . 
Warren M. Barrington of Johnson & Johnson has been reappointed 
chairman of the adver- 
tising and selling course 
committee of the Adver- 
tising Club of New 
a 

Perhaps the great- 
est mass exodus of pub- 
lishing and promotion 
talent in history oc- 
curred the other day 
when the Yankee Clip- 
per took off on its his- 
toric flight to England, 
Included on the passen- 
ger roster were: John 
Cowles, president, The 
Minneapolis Star; Amon 
Carter, publisher, Fort 
Worth Star - Telegram; 
Paul Patterson, presi- 
dent, Baltimore Sun; 
Roy W. Howard, presi- 
dent, Scripps - Howard; 
M. C. Meigs, publisher, 
Chicago Evening Ameri- 
can; Mrs. Ogden Reid, 
New York Herald Trib- 
une; James G. Stahlman, 
Nashville Banner; and 
Thomas H. Beck, presi- 
dent, Crowell - Collier 
Publishing Company. 
Other pioneer air pas- 
sengers included John 
F. Royal, NBC vice- 
president; William Van 
Dusen, director of pub- 
lic relations, Pan-Amer- 
ican Airways; and Ed 
Swasey, vice-president, 
Pacific Railway Adver- 
tising Company. Mr. 
Carter provided color to 
the group by showing up in a wide-brimmed sombrero and cow- 
boy boots. . . 

R. G. Brown, Rolls Razor prexy, is in England these days on a 
business trip. Friends hint he’s trying to get his trusty blade installed 
as standard equipment in those new bomb-proof shelters. . . Arthur 
Ramsdell, Borden Company sales director, has just returned from a 
12,000 mile air cruise that included the Canadian Rockies and other 
points west. They say those color films he took are honeys. . . 

One big news item radio commentator H. V. Kaltenborn probably 
won’t broadcast is the wedding of son Rolf Kaltenborn (CBS produc- 
tion department) to Ruth Brine, of New York City. Takes place 
Sept. 30... 

Bill Brown, Canada Dry a.m., took time off from pushing the 
sales of CD’s new drink to rassle with the giant albacore (tuna to 
you) off the coast of New Jersey last weekend. . . J. J. McClellan, 
a.m. of Gilbert Clock Corporation, is conducting a one-man crusade 
against people who set their timepieces fast so they'll be pleasantly 
surprised when they find out how early it is. . . 

Richard Stanton, Charles W. Hoyt executive, spends his spare 
time publishing the Sussex, N. J., Independent. Probably trying to 
learn how the other half of the advertising society lives. . . E. Paul 
Hamilton, Calvert Distillers s.m., shyly revealed at the Sales Execu- 
tives Club that he started his career in the liquor business when a 
mere lad of 18 in England. . . John Malone, of J. Walter Thompson’s 
International department, was down at the boat when client John 
D. C. Forsyth, shirt manufacturer, and Mrs. Forsyth, returned from 
a three months’ trip through Europe. . . 

Edgar G. Herrmann, advertising manager of Zenith Radio Cor- 
poration, sent out a long publicity piece telling how everyone at 
Zenith liked the late U. J. “Sport” Herrmann, theater owner, sports- 
man and Zenith director. Just to keep the record straight, he advised 
that the similarity in names is pure coincidence. . . 

Roger L. Wemsley, president of G. M. Basford Company, New 
York, will sail for Europe with his wife on July 19. . . Dee Carlton 
Brown, Geare-Marston v.p., was the featured speaker at the com- 
mencement exercises of Mulvey Institute of Advertising and Journal- 
ism, Philadelphia. . . 

Marco Morrow, v.p. and assistant publisher of Capper Publica- 
tions, will celebrate his 70th birthday on July 18... A. J. Burns, head 
of National Railway Publication Company, New York, observed his 
50th year with the publisher of Official Railway Guide last week. He 
began as office boy in 1889... 


FAWCETTS GO UP—OR DOWN 


Lee Hamilton, assistant sales manager of Glen- 
more, took this sliding picture of the Fawcett 
high command at a recent gathering at the home 


of Bill Simpson in Louisville. From top to bottom 

are Allen E. Norman, vice-president and general 

manager; W. H. Fawcett, Jr., Roger Fawcett, 
Gordon Fawcett and Roscoe K. Fawcett. 


——— 
es, 


Carnegie Expert 
Calls tor More 


Research on Coal 


Pittsburgh, July 11.—The bitu- 
minous coal industry will need 
more than the recently announced 
development of nylon hosiery 
(made from coal, air and water) 
if it is to regain the industria] 
stature it once held, according to 
Dr. Homer H. Lowry, director of 
the Coal Research Laboratory, Car- 
negie Institute of Technology. 

Dr. Lowry, in commenting upon 
this and other new developments 
last week, applauded the inventive 
genius and enterprises exemplified 
in such products as du Pont’s 
Nylon, but pointed out that a 
hungry locomotive can eat up more 
coal than a good sized stocking mill. 

He emphasized, however, that the 
coal industry is not overlooking any 
bets in the production of new prod- 
ucts which may help to increase 
tonnage. One of the most promis- 
ing fields, he said, is the develop- 
ment of plastics. New plastics are 
being patented at the rate of three 
a day and many of them are de- 
rived from coal. Telephone hand- 
sets come under this latter classifi- 
cation, as the result of a $15,000,000 
investment by Western Electric 
Company. Other research is being 
conducted in the airplane and auto- 
motive fields. 


G-E Shifts Personnel 
In Two Departments 


H. L. Andrews, vice-president 
and formerly in charge of transpor- 
tation activities, has been named 
head of the appliance and merchan- 
dise department of General Electric 
Company, Bridgeport, Conn. Mr. 
Andrews has been with the com- 
pany since 1910. 

Harold T. Hulett has been named 
sales manager in charge of distri- 
bution activities in a new divisional 
organization of the company’s air 
conditioning department at Bloom- 
field, N. J. Elliott Harrington has 
been appointed product sales man- 
ager, and S. Martin, Jr., manager 
of the installation and service divi- 
sion. 


Daily to Become Weekly 


The Evening Transcript, Orange, 
N. J., hereafter will be published 
weekly on Thursday instead of 
daily. Labor troubles were held to 
be partly responsible for the sus- 
pension of the daily, which is a 
recent successor to the Courier of 
the Oranges and Maplewood 
Charles E. Moreau is publisher. 


Retailer Names Hoge 


Lanz of Salzburg, Inc., New York, 
has named Huber Hoge & Sons, 
New York, to handle promotion of 
its women’s clothes. Magazines will 
be used. 


Forjoe in Chicago 

Forjoe & Co., New York, radic 
station representative, has opened 4 
new branch office at 134 N. LaSalle 
street, Chicago, with Egmont Son- 
derling as general manager. 


Grange Farm Grou 


The TOP FARMS 
of the 
Pacific Coast 
with 
ONE Advertisement 
ONE Space Order 
at 
ONE Low Group Rate 
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NOW-=-An Issue PRE-TESTED For Action 


More Value For Your Advertising Dollars —In The November 
FACTORY Specially Designed To Get Advertising Action 


Designed to do a big job for both industrial advertisers and for industry, 

THE PLAN November FACTORY is planned to help plant men solve their most impor- home 
tant problem — how to lower costs and increase profits—planned especially 
to help manufacturers secure more sales to industry at lower costs. 


Every feature of this unusual issue has been pre-tested for action... tested 

thoroughly that it may deliver advertisers the “advertising buy” of 1939. 

What do we mean by pre-tested? We mean exactly that. Every feature of 

this issue has been, in principle, laid before FACTORY’s readers. We have ow 
found out beyond question what they want and how they want it. Perhaps, 

never before in publishing history has such a thorough investigation been 

made prior to the publication of an issue ... to assure its “clicking.” 


: THE METHOD 


More visibility . . . more eager readers. . . longer effective life . . . more cir- 
culation .. . inquiries in quantities . .. are but a few of the extra values avail- bee 
able to every advertiser in the November FACTORY. - 


THE PLUS VALUES 


Any firm which makes any product of real service to the manufacturing 


WH AT 10 D0 industries can get action in this issue... provided the advertising is tunéd 
to its theme. We believe we have sound suggestions on that subject... 2 
May we tell you about them? Write us. 


- ia z tt F nd she Re 


FACTORY WANAGEMENT END ATR 1 
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Promotion 
Review 


A novel twist in magazine pro- 
motion is supplied by Newsweek 
with a book of autographs which 
has just been issued. The book 
contains 70 testimonials to the 
magazine from as many well-known 
men and women. The book is illus- 
trated with drawings which suggest 
the field in which each of the testi- 
monial writers is active. 

* + ” 


The June issue of Electrical Mer- 
chandising went to prospects with a 
simple one-color band around it, 
pointing out that it was making 
30,100 printed sales calls “upon 
leaders of the electrical appliance 
industry,” and asking that the copy 
be routed to all executives con- 
cerned with the selling or advertis- 
ing of appliances. 

* . + 

Gannett Newspapers has just 
issued an inexpensive but impres- 
sive book called, “101 Case His- 
tories of Newspaper Advertisements 
That Made Good,” in which are 101 
reproductions of retail newspaper 
advertisements, each accompanied 
by a sentence telling how many 
lamps, or pillows, or dresses, as the 
case might be, the advertisement 
sold on the following day or days. 

* a . 

The Salt Lake Tribune and Tele- 
gram’s ilth annual scenic edition, 
with pictures, stories and maps of 
Salt Lake City and other sections 
of Utah, as well as Idaho, Wyoming, 
Colorado and Nevada, is being used 
by that paper to impress advertis- 
ers and prospects with the impor- 
tance and beauty of its market and 
the surrounding territory. 


THE HOTEL, MONTHLY 


Published by JOHN WILLY, Inc. CHICAGO 


An exceptionally frank and per- 
suasive discussion of “How to Make 
Your Magazine 
Profitable” is contained in a bro- 
chure with that title recently cir- 
culated by Redbook. The book is 
an excellent job typographically, 
and makes use of its spiral binding 
to include chapter divisions dealing 
with magazines and visibility, mar- 
kets and coverage, continuity and 
size of impression, and merchandis- 
ing and dealer influence. 

* a » 


Comes a mailing piece from 
WIBW, Topeka, with a screwdriver 
wired to the envelope, telling us 
about an offer to send screwdrivers 
to tractor owners who would send 
in the name and model of their 
tractors, made twice at 6:45 in the 
morning, which pulled 13,772 re- 
quests and brought a hurry “stop” 
order from the agency. An effec- 
tive looking broadside, in black and 
red on a yellow stock. And the re- 
turn postcard offered to send an- 
other screwdriver to those who 
wanted one, as well as more perti- 
nent information about the station. 

. * a” 

The never-quiet-long Mr. Latz 
tags our attention with a good-sized 
sign saying, “SILENCE—Genius at 
Work,” which he accompanies with 
a memo reading, “Hang this on 
your door or desk. Gain peace and 
the opportunity to contemplate the 
persuasiveness of Latz Letters, 
Giant-Grams, Personal-Print and 
the sensational Wonder sign.” 

. + * 

The Minneapolis Star couldn’t get 
all its prospects to the open house 
celebration it held in its new $300,- 
000 mechanical plant expansion, so 
it sent them a copy of the special 
tabloid it produced for the occasion, 
complete with not too heavy facts 
and figures, and dominated by the 
picture of an especially pleasing 
pressroom boy. 

ok oe * 

KSFO, San Francisco, is inviting 
visiting advertising and agency 
men, via a two-color folder, to 
make the KSFO studios their head- 
quarters during visits to San Fran- 


Advertising More | 


—_—= 
—1939———, ——1938 -——1939 ——, ——1938—__ 
Pages Lines Pages Lines Pages Lines Pages Lines 
STANDARD Woman’s Home Companion. 44.0 29,893 39.5 26,828 
American Mercury ....... - 13.6 2,478 13.8 2,705 | Woman's World .........--- 8.5 5,771 8.3 5,676 
Atlantic Monthly ...... «+ Smee 2,877 14.6 3.486 | Picture PISY .occccscccccce 15.0 6,435 12.0 5,249 
Curremt Hiletory <....6s:05s. 9.3 $2,082 ic owes oe —_—-_ _-—-—__ 
Forum eeesccesessvscoees O89 2,958 7.9 3,379 Total Group ........-.. 239,527 221,025 
Harpers Magazine ......... 22.9 5,440 25.5 6,076 WOMEN’S GROUPS 
—— — Fawcett Women’s Group— 
Total Group 13,753 15,644 PROEEWOGE co ttbssivcssccs 28.7 12,046 20.2 8,478 
GENERAL Motion Picture .......... 28.6 12,020 21.3 8,939 
*Ace Fiction Group...... 13.2 2,952 16.1 3,611 Movie Story Teer a 12,642 22.4 9,402 
American icneheekxecese See 17,867 40.1 17,215 Romantic Magazine ...... 23.9 10,056 15.8 6,647 
Awmertean Bey .icsccsececss 6.9 4,693 6.8 4,609 MOPCOR TOG ccccesicecsss 28.4 11,908 21.2 8,899 
*American Forests ........-. 8.4 3,528 7.6 3,220 True Confessions ........ 23.9 10,050 16.8 7,070 
American Home (National). 27.7 17,532 16.2 10,218 | Macfadden Women’s Group— 
American Home (Sp. Edit.). 1.7 1,104 2.7 1,697 True Love & Romance.... 25.4 10,892 26.2 11,245 
American Legion ......+.+.-. 6.0 2,575 6.9 2,951 pr BR re 30.6 13,115 31.2 13,369 
BO ict be Kes cdecseennreceess 2.8 1,221 3.3 1,416 PeGSO BETOE ics occ ccces 24.9 10,683 24.4 10,453 
Better Homes & Gardens... 30.5 19,291 18.7 11,816 True Experiences ........ 26.0 11,164 25.4 10,905 
*Big Seven Group.......... 7.2 1,652 7.7 1,736 True Romances .......... 26.3 11,283 27.1 11,646 
"SO Pre errr 10.3 6,995 11.9 8,111| Modern Magazines Group— 
CE NE. Ucbaes ees cccedces 4.5 1,926 1.7 717 Modern Romance ........ 29.6 12,707 26.9 11,525 
Christian Herald .......... 15.7 6,745 13.7 5,866 Modern Screen ........... 33.7 14,446 32.1 13,776 
TOOTS TEGMOP oc cccccvecs 5.6 2,431 6.2 2,641 | Screenland Unit— 
SPP rrr ee 44.4 19,037 38.8 16,646 Screenland 19.4 8,319 18.1 7,774 
COGN BO ceersccvavsian 34.3 23,031 19.1 12,824 oo ee eee 19.0 8,147 18.8 8,066 
rr Terr? Te Te eee cere 4.8 2,040 5.4 2,336 a _-_ ——. 
Esquire (National) ........ 57.1 38,367 56.3 37,816 - i, Ie 169,478 148,166 
Esquire (Sp. Edition)...... 5.5 3,696 6.5 4,368 OUTDOOR 
*Extension Magazine ...... 6.2 4,336 7.8 5,442} American Rifleman ........ 20.4 8,740 26.7 11,452 
WU sé bnddcecedcss sess see 71,653 53.4 33,733 | Field & Stream............. 28.4 12,184 29.4 12,596 
BOUGO BG GOFEOR «6... scsee 18.0 11,398 18.7 11,807 | Fur-Fish-Game cheeses s 7,103 14.6 6,249 
House Beautiful ........... 20.1 12,699 10.6 6,695 | Hunting & Fishing..... 12.5 5,346 13.3 §,711 
Mechanics Illustrated ...... 24.5 5,499 32.2 7,211 | National Sportsman ........ 13.7 5,864 14.7 6,290 
I wag oe Oe 3.4 1,469 5.4 SSSELOMCROOT EASO cccccccsssives 26.0 11,155 25.3 10,861 
*Motor Boating ........... 67.3 29,079 66.4 BE.GEE POUCEOCCRS 6c tscdesceccecsvcce 6.3 2,705 12.9 5,524 
National Geographic ....... 22.7 5,408 25.8 6,133 | Outdoorsman .............. 13.3 5,714 12.3 5,281 
Nation’s Business ......... 27.5 11,801 36.2 15,547 | Sports Afield .............. 20.5 8,775 21.2 9,112 
Open Road for Boys........ 7.8 3,363 9.0 3,859 _—_— —_—. 
Physical Culture .......... 11.9 5,095 8.5 3,653 Total Group ........... : 67,586 73,076 
Popular Mechanics ........ 56.9 12,735 65,8 14,728 JUNE WEEKLIES & SEMI-MONTHLIES 
*Popular Publications Group. 7.5 1,680 7.8 1,749 | *The American Weekly..... 26.6 50,689 94.6 40,603 
Popular Science ........... 51.0 11,424 43.3 9,709 | Business Week ............ 101.9 43,727 92.5 39,681 
DE <sibaudsstheessdexé's 39.2 16,822 38.1 OT Rg Breer ree eeeET errr 161.1 109,534 129.9 88,370 
Scientific American ........ 13.7 5,867 12.2 Ce PR Ac seeecisaderveredacsaeee 63.5 $23,446 ith acne 
*Secrets . 43 3,112 6.0 Pa a” ere 60.1 25,786 46.9 20,122 
PY akadeeevaueteseuye ice ae 9,219 22.9 SR EN. das 06 twa cbaeasees . 25.5 10,926 29.8 12,798 
*Street & Smith Comb..... 8.7 1,995 9.7 ee ee ee eee . 28.6 12,007 34.3 14,415 
*Sunset Magazine 19.0 8,491 17.0 eR aAgws deen oceans - 18.3 77,859 39.6 17,000 
*Thrilling Group 13.5 3,028 16.0 Fo Le AP ae ee . 82.4 35,363 49.0 21,009 
Town & Country... . 24.7 16,597 27.8 SRP EEE se dsb si eeckecenDeveva der 129.3 87,955 81.2 51,612 
a. PE reer er 6.1 3,885 6.3 BOSOM. siccsedadenedavadecice 14.7 10,021 19.4 13,210 
vy es er 7.5 3,200 6.7 SOTO Lee HOW TOC ss ec iccsccs 199.8 85,694 144.3 61,910 
a 55.0 34,760 52.0 32,864] New York Times Magazine. 22.7 23,678 29.0 30,205 
enum ——_ em on EE CRT EEE PETE TE 733 31,438 33.4 14,348 
ee” ee 471,298 Vth: DS MPP EReTeE CEL ereReeeeeree 2.5 $1,667 Cm rT ee 
WOMEN’S MAGAZINES OE Ee eer 9.2 6,275 4.6 3,129 
Good Housekeeping ........ 67.2 28,815 56.6 24,279| The Saturday Evening Post.228.0 155,060 185.6 126,196 
ig eT eee 33.3 22,392 28.1 fg PPT ere ere rT rere ree 18.3 $7,833 19.3 12,218 
DE Cicertteaeass ees 10.7 8,103 13.1 See eee UL 66d wee beaver ce us 18.5 19,095 17.4 17,956 
Home Arts Needlecraft. 2.5 1,717 3.0 DEE SE: «sshd a we oR Se wR 211.3 90,655 159.9 68,600 
eee rrr rrr 18.3 12,442 13.9 eee reer. 13.0 27,145 16.3 34,042 
Ladies’ Home Journal...... 36.3 24,716 39.5 26,830 —- Se ee 
Mademoiselle .......... . 18.4 5,755 12.0 5,127 a 840,740 687,424 | 
Pe srsensvssene eerie ae 39.8 27,061 34.0 23,091 | -—-—— 
Parents’ (National) ....... 27.5 11,900 23.3 9,996 tNot included in total. 
Parents’ (Sp. Edition)...... 3.1 1,340 4.6 1,980 tFive issues. , 
ie es Shaw eaee hee 18.4 12,509 19.7 13,385 *Figures provided by publisher. i 
ee ccs ke eeeienwne 36.0 15,456 35.3 15,161 SNow 429 lines to page. ' 
a ree ee ee oe 39.9 25,222 35.7 22,604 {Page size changed from 636 to 680 lines. 
cisco. Private offices complete with J ] M =: Detrola Go 
secretary and all office facilities, u y agazine Account es 


plus any special services such as 
making theater or hotel reserva- 
tions, are yours for the asking, 
KSFO is telling admen. 


7” * * 


The Country Home Magazine has 
gone into the newspaper business, 
but don’t be alarmed. It’s a pro- 
motional tabloid, called “Behind the 
News,” which Country Home has 
launched. The first issue, published 
in June, contained 12 pages of news 
and pictures deuling entirely, ex- 
cept for one or two advertising 
pages, with the editorial activities 
and the editorial staff of the publi- 
cation. 

* * * 

The St. Louis Post-Dispatch is 
distributing copies of an inexpen- 
sive leaflet giving brief resumes of 


editorial campaigns conducted with- 
in recent months by the paper “in 
the public interest.” 
* * «&* 


| The Open Road for Boys Maga- 
| zine has issued a booklet which is 
|probably getting plenty of atten- 
tion from space buyers and layout 
men. It’s called “Stretchin’ Space,” 
land it contains a score of layout 
suggestions for use in the book, all 
|with cost figures and dimensions. 
As the foreword says, “the unusual 
layouts on the following pages show 
some of the space units we can offer 
advertisers in black and white and 
one additional color. Also, they 
suggest means of taking advan- 
tage of margins and the use and 
bridging of gutters (bleed pages) 
as well as with smaller units; 
stretching columns, half pages and 
double columns so that they have 
page and double spread visibility.” 


* t * 

This Week is coyly telling adver- 
tisers that during the first half of 
1939 it carried the biggest dollar 
volume of any six months in its 
history, up 8.1 per cent from the 
| corresponding 1938 period. The to- 
|tal was $1,920,186. 

i 


ital of 169,478 lines as compared 


Linage Up 10.5% 


as Rise Continues 


New York, July 13.—Continuing 
the trend evidenced for the first 
time since 1937 in June linage, 
July linage in national magazines 
totaled 961,642, a gain of 10.5 per 
cent over the 870,131 lines reported 
in 1938, according to Publishers’ 
Information Bureau. The increase 
for June was 3.7 per cent. 

Weekly and semi-monthly maga- 
zines, currently reporting June lin- 
age, likewise continued to gain. The 
total for this group was 840,740 as 
compared with 687,424, an increase 
of 22.3 per cent. It compares with 
a May gain of 13 per cent. 


Women’s Groups Best 
Women’s group publications made 
the best percentage showing among 
the monthlies, reporting a July to- 


with 148,166 last year, an increase 
of 14.4 per cent. 

General magazines fared prac- | 
tically as well, reporting a total of | 
471,298 lines or an increase of 14.3 
per cent over the 1938 total of 412,- 
220. Women’s magazines carried 
239,527 lines, a gain of 8.4 per cent! 
over the 221,025 reported last year. | 

Standard magazines reported 13,- 
753 lines, a decline of 12.1 per cent 
from the 1938 total of 15,644. Out- 
door magazines also experienced a 
decline, the current total being 67,- 
586 as compared with 73,076 last 
year, a drop of 7.5 per cent. 


Linage for “Comfort” 


Because a majority are combin- 
ing July and August issues, mail 
order publications are omitted from 
this month’s table. Comfort, how- 
ever, reporting July linage for both 


1939 and 1938, carried 2,220 and 
2,553 lines, respectively. 
Figures and page totals for the 


individual magazines are shown al 


|the accompanying table. 


to Bass-Luckoff 


The Detrola Corporation, Detroit, 
manufacturer of Pee-Wee radios 
and Detrola candid cameras, ha: 
placed its advertising account with 
Bass-Luckoff, Inc. 

An extensive business paper and 
direct mail program to expand the 
dealer organization will be followed 
by newspaper promotion on the new 
portable Life-Saver Detrola radic 
and the Pee-Wee auto radio. 


| \ GOOD ad has got to explode som 


EYE" CATCHERS 


Danger! Dynamite! 


thing 


right in the reader’s face. That att 4 
copy a chance to go over the tof " 
‘ATCHERS brings 100 all-photo, oe . 
attention getters every month Ane hee 
GOOD! Fine photography . .. ms 
models . . . great variety of subjects $5 3 
PEP up your promotions .. - only 
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Write for FREE proofs and details 
Subscription. No obligation 
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NAB Revises 


and Adopts | 


New Code of Practice 


Atlantic City, July 11.—Follow-{|and vitality common to a child’s 
ing several weeks of industry-wide imagination and love of adventure 


dis cussion, 
code drawn up for the guidance of | 


nembers of the National Aciain» | 


tion of Broadcasters arrived on the 
convention floor here today and 
underwent further refinement and 
condensation before being adopted 
by member stations. 

Distribution of the proposed text 
resulted in a flood of suggestions 
from station executives throughout 
the country, it was revealed by 
members of the code committee 
who spent many hours over the 
past weekend incorporating as 
many of the viewpoints as were 
found practical. Another revised 
text was distributed to the mem- 
bership last night and_ today’s 
packed convention session accepted 
the final draft with only a few 
minor changes. 

The committee in charge of the 
activity, which was generally re- 
garded by those attending the con- 
vention as an undertaking of basic 
importance to the relationship be- 
tween broadcasters and the public, 
was made up of the following: 


Committee in Charge 


Chairman—Neville Miller, presi- 
dent, NAB; Edgar L. Bill, WMBD, 
Peoria, Ill.; E. B. Craney, KGIR, 
Butte, Mont.; Walter J. Damm, 
WTMJ, Milwaukee; Earl J. Glade, 
KSL, Salt Lake City; Herbert Hol- 
lister, KANS, Wichita, Kan.; Ed- 
ward Klauber, executive vice-presi- 
dent, Columbia Broadcasting Sys- 
tem; Lenox Lohr, president, Na- 
tional Broadcasting Company; Paul 
W. Morency, WTIC, Hartford, 
Conn.; Samuel R. Rosenbaum, 
WFIL, Philadelphia; Theodore C. 
Streibert, vice-president, Mutual 
Broadcasting System; Karl O. Wy- 
ler, KTSM, El Paso, Tex.; Edward 
M. Kirby, NAB. 

The NAB board of directors was 
charged with the responsibility of 
devising “the machinery necessary 
to insure compliance of members 
with the code, and will issue the 
necessary rules in September.” 

The new NAB code consists of a 
brief preamble followed by six main 
headings. The text reads: 

Recognizing the importance of 
radio broadcasting in the national 
life and believing that broadcasters 
have sufficient experience with the 
social side of the industry to formu- 
late basic standards for the guid- 
ance of all, the National Association 
of Broadcasters hereby formulates 
ind publishes the following revised 
Code: 


CHILDREN’S PROGRAMS 


Programs designed specifically for 
children reach _ impressionable 
minds and influence social attitudes, 
iptitudes and approaches and, 
therefore, they require the closest 
supervision of broadcasters in the 
selection and control of material, 

racterization and plot. 
is does not mean that the vigor 
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the tentative program | should be removed. 


It does mean 
that programs should be _ based 
upon sound social concepts and pre- 
sented with a superior degree of 
craftsmanship; that these programs 
should reflect respect for parents, 
adult authority, law and order, 
clean living, high morals, fair play 
and honorable behavior. Such pro- 
grams must not contain sequences 
involving horror for torture or use 
of the supernatural or superstitious 
or any other material which might 


reasonably be regarded as likely to | 


over-stimulate the child listener, or 
be prejudicial to sound character 
development. No advertising ap- 
peal which would encourage activi- 
ties of a dangerous social nature 
will be permitted. 


To establish acceptable and im- 
proving standards for children’s 
programs, the National Association 
of Broadcasters will continuously 
engage in studies and consultations 
with parent and child study groups. 
The results of these studies will be 
made available for application to 
all children’s programs. 


CONTROVERSIAL ISSUES 


As part of their public service, 
networks and stations shall provide 
time for the presentation of public 
questions including those of contro- 
versial nature. Such time shall be 
allotted with due regard to all the 
other elements of balanced program 
schedules and to the degree of pub- 
lic interest in the questions to be 
presented. Broadcasters shall use 
their best efforts to allot such time 
with fairness to all elements in a 
given controversy. 

Time for the presentation of con- 
troversial issues shall not be sold, 
except for political broadcasts. 
There are three fundamental rea- 
sons for this refusal to sell time for 
public discussion and, in its stead, 
providing time for it without 
charge. First, it is a public duty 
of broadcasters to bring such dis- 
cussion to the radio audience re- 
gardless of the willingness of others 
to pay for it. Second, should time 
be sold for the discussion of con- 
troversial issues, it would have to 
be sold, in fairness, to all with the 
ability and desire to buy at any 
given time. Consequently, all pos- 
sibility of regulating the amount of 
discussion on the air in proportion 
to other elements of properly-bal- 
anced programming or of allotting 
the available periods with due re- 
gard to listener interest in the topics 
to be discussed would be surren- 
dered. Third, and by far the most 
important, should time be sold for 
the discussion of controversial pub- 
lic issues and for the propagation 
of the views of individuals or 
groups, a powerful public forum 
would 
wholly into the hands of those with} 
| the greater means to buy it. 
| The political broadcasts excepted 
above are any broadcasts in connec- | 
| tion 
| behalf of or 
'of a legally qualified candidate for 
| nomination or election to public 
office, or in behalf of or 
public proposal which is subject to 


ballot. 
cause 
ing parties 


at certain times the contend- | 
and 


want to use 


inevitably gravitate almost | 


with a political campaign in| 
against the candidacy | 
against a/! 
This exception is made be- | 


are | 


Outstanding Advertisements of the Year 


The current release of the Dartnell Service, 
contains a special report featuring twenty-six outstanding advertisements 


of the year featured in magazines. 


Not only are the advertisements reproduced but in each case date is 
| Given as to the results obtained and comments and analysis on the 
reasons for the success of the copy appeal. 


This single release will be sent on 
Seles promotion. Price $3.00. 


“THE DARTNELL CORPORATION, 4660 RAVENSWOOD AVENUE 
CHICAGO, ILLINOIS 


"unt tttatthansineumatioeeneeasis 


"Sales Promotion Plans," 


approval to executives interested in 


HEADS AGENCY — 


| 


; 
| 
| 


| 
| 
| 


| 
| 


Leo A. Hillebrand is the new general | 
manager of MacManus, John & Adams, | 
Detroit. 


entitled to use more time than | 
broadcasters could possibly afford | 
to give away. 

Nothing in the prohibition aaninet | 
selling time for the presentation of 
controversial public issues shall be) 
interpreted as barring sponsorship | 
of the public forum type of pro- 
gram when such a program is regu- 
|larly presented as a series of fair- 
sided discussions of public issues 
and when control of the fairness 
of the program rests wholly with 
the broadcasting station or network. 


EDUCATIONAL BROADCASTING 

While all radio programs possess 
| Some educative values, broadcast-_ 
ers nevertheless desire to be of | 
assistance in helping toward more 
| specific educational efforts, and will | 


continue to use their time and 
| facilities to that end and in co-| 
| will continue their search for im- | 


proving applications of radio as an | 
educational adjunct. 


NEWS 


be presented with | 
fairness and accuracy and_ the 
broadcasting station or network 
shall satisfy itself that the arrange- 
ments made for obtaining news in- | 
sure this result. Since the number | 
of broadcasting channels is limited, 
news broadcasts shall not be edi- 
torial. This means that news shall 
not be selected for the purpose otf 
furthering or hindering either side 
of any controversial public issue 
nor shall it be colored by the opin- 
ions or desires of the station or net- 
work management, the editor or 
others engaged in its preparation 
or the person actually delivering it 
over the air, or, in the case of spon- 
sored news broadcasts, the adver- 
tiser. 

The fundamental purpose of news 
dissemination in a democracy is to 
enable people to know what is hap- | 
pening and to understand the mean- 
ing of events so that they may 
form their own conclusions and, 
foray ay nothing in the foregoing 

shall be understood as preventing 
[news broadcasters from analysing 

news so long as 


News § shall 


jand elucidating 
such analysis and elucidation are 
free of bias. 

News commentators as well as 
all other newscasters shall be gov- 
erned by these provisions. 


RELIGIOUS BROADCASTS 


creeds and races 


upon another’s race or religion. 

Rather it should be the purpose of 
the religious broadcast to promote 
| the spiritual harmony and under- 
standing of mankind and to admin- | 

ister broadly to the varied religious | 
|needs of the community. 


(COMMERCIAL PROGRAMS ano| 
LENGTH OF COMMER- 
CIAL COPY 


Acceptance of programs and an- 
nouncements shall be limited to 
products and services offered by 


| individuals and firms 


| legitimate commerce; 


engaged in 
whose prod- 


| comply 


JULY LINAGE OF CANADIAN MAGAZINES 


Canadian Home Journal... 

Canadian Homes & Gardens.. 
Chatelaine 
+ Liberty 
Maclean's Magazine 
Mayfair 
National Home 


Ser 


Total Group 


Commercial Display in Canadian Farm Papers 
- 1939 - 


Country Guide & Nor’-West Farm 
iF amily Herald & Weekly Star 

Eastern Edition 

Western Edition 

The Farmer's Magazine..... 

Free Press Prairie Farmer.. 
Western Producer ...... 


Total Group . 


Weekly 


Semi-monthly both issues include 


testimonials and other 
with pertinent 


accepted standards of good taste. 
Brief handling of 


all times. 
Member 
| length of commercial copy, 


minutes and seconds: 
Daytime 


Fifteen-minute programs. .3:15 
Thirty-minute programs. . . 4:30 
Sixty-minute programs.. .6:00 
Nighttime 
Fifteen-minute programs. .2:30 
Thirty-minute programs. . .3:00 
Sixty-minute programs... .6:00 


statements 
legal re- 
quirements, fair trade practices and 


commercial 
copy is recommended procedure at 


stations shall hold the | 


includ- | totaled 103,151, a decline of 2.1 per 
| ing that devoted to contests and 
| offers, to the following number of 


—- —1939————~ —-1938—_. 
Pages Lines Pages Lines 
24.7 17,27 22.3 15,615 
25.6 17,229 21.3 14,323 
17.8 12,450 27.6 19,287 
26 11,376 22.6 9,697 
24.2 16,969 29.5 20,635 
42.1 28,281 33.9 22,766 
15.6 10,951 18.2 12,746 
103,151 105,371 
- — --1938——-—. 
Pages Lines Pages Lines 
21.7 15,66¢ 14.8 10,626 
33.9 27,105 36.9 29,528 
24.6 19,679 30.3 24,257 
15. 10,69 12.8 8,942 
24.8 27,25 35.0 38,505 
14.1 16, 07¢ 14.4 16,374 
26,351 19,568 


June linage shown, not included 
ad 


Canada Magazine 


Linage Declines 
2.1% in July 


Chicago, July 12.—July linage in 
six major Canadian magazines 


cent from the 105,371 lines for July, 
1938, according to reports to ADVER- 
TISING AGE today. This is in con- 
‘trast to the gain of 4.7 per cent re- 
| ported for June linage. 

Three of the five monthlies re- 
ported gains. These were Canadian 
| Home Journal, Canadian Homes and 

| Gardens and Mayfair. June linage 
\for Liberty, not included in the 
| total, was also above 1938. 

The two farm papers reporting 

| July linage scored a combined gain 


Exceptions: The above limitations | | of 34.7 per cent with 26,351 lines as 
do not apply to participation pro-|compared to 19,568 last year. Other 


grams, 


announcement programs, 


_farm papers, reporting June linage, 


“musical clocks,” shoppers’ guides | failed to equal 1938 totals. 


these general classifications. 


}and local programs falling within 


Figures and page totals for the 
individual magazines are shown in 


Because of the varying economic | |the accompanying table. 
and social conditions throughout the | 


United States, members of 


to the NAB for special ruling local | 
situations which in the opinion of | 
mber may justify exceptions | 
to the above prescribed limitations. | 


the | 
| NAB shall have the right to present | | ‘Cahill Leaves Autopoint 


C. N. Cahill has resigned as gen- 
‘eral manager and director of sales 
‘of Autopoint Company, to become 
|president and general manager of 
|Chicago Venetian Blind Caper. 


THE CAVIAR, 
ELMIREY !” 


thank you! 


Here in the Red River Valley we're doing very nicely, 
Our industrious hayseeds continue te 


make a good income year after year in this fertile 


valley. 


That’s what makes Fargo one of the busiest 


little cities in the country — only 35,000 population, 
but it is the buying center of more than 1,000,000 


‘prosperous farmers. 


And when these farmers sit 


down to listen to their radios, they must listen to 
station WDAY-— there isn’t another network station 


Radio, which reaches men of all | within 190 miles of Fargo! That’s why WDAY is the 
simultaneously, | biggest low cost radio ‘‘buy’’ in the nation. 
may not be used to convey attacks you write today for the complete story? 


WDAY, inc. 


. iggy, 


Won't 


N. B.C. 
Affiliated with the Fargo Forum 


FREE and 

PETERS, INC. 
NATIONAL 
REPRESENTATIVES 


ucts, services, radio advertising, 


FARGO 
N. D. 


940 KILOCYCLES 
5000 WATTS DAY 
1000 WATTS NIGHT 
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ADVERTISING AGE 


July 17, 1939 


Overcoming Fear 
Held Air Lines’ 
Major Problem 


(Continued from Page 1) 


engined planes. However, when 
predecessor companies of our pres- 
ent organization took over opera- 
tion of the line in 1927, fare-paying 
passengers were carried over the 
division as well as over the Chi- 
cago-San Francisco division to 
mark establishment in 1927 of the 
first coast-to-coast air passenger 
service. Only a few passengers 
were carried during the early days 
of this service when the New York- 
Chicago fare, for example. was $400 
and it took seven and one-half 
hours to complete the trip, which is 
now flown in 3 hours, 55 minutes.” 

Approximately 5,000 fare-paying 
passengers were carried on domestic 
United States airlines in 1927 while 
the 1938 total was 1,500,000 passen- 
gers, according to Mr. Patterson. 
He advanced several important rea- 
sons for this remarkable growth 
during a period characterized by 
depression years. Not the least of 
them, he said, has been advertising 
undertaken by the airlines during 
the past few years. 

“Numerous problems have con- 
fronted the industry in laying its 
merchandising plans,” he remarked. 
“Fear of flying has been by far the 
most important resistance. Until 
recent years some people were in- 
clined to question the fact that fear 
is the predominant sales resistance 
to air travel. In certain quarters the 
opinion was that fare, not fear, was 
the main obstacle to development 
of new business. However, in the 
last three or four years air trans- 
portation has been studied and sur- 
veyed from one end to another, and 
if these surveys have not done any- 
thing else, they have shown con- 
clusive evidence that resistance to 


flying amounts almost to 90 per 
cent fear.” 
Other obstacles to be overcome 


| said, 


CHANGING TRENDS THROUGH EIGHT YEARS OF UNITED AIR LINES ADVERTISING 
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UNITED AIR LINES — 
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The changing trends in air line advertising are graphically revealed in this United Air Lines series covering the period from 1931 to 1939. At the left is one of the company's 

first institutional advertisements, stressing the “background” essential to successful aviation. Next is copy frankly discussing the safety measures in modern air transporta- 

tion of 1932. In the center is United's announcement of its “Free Ride for Wives" offer, a promotion that scored a sensational success. Continuing is another piece of 
1938 copy illustrative of an indirect approach to the safety question, and finally, one of the company's current insertions. 


in air transportation, Mr. Patterson 
included fare, inaccessibility 
to service, lack of comfort in the 
early days of flying, and underlying 
all of these objections, lack of pub- 
lic information concerning 
travel. Much progress has been 
achieved by the industry in over- 
coming these obstacles, he declared. 
For example, there has been vast 
improvement by the industry in 
comfort in flying. In contrast with 
the small single-engined, poorly 
ventilated, low - flying passenger- 
mail planes of yesteryear, the de 
luxe clubplanes and sleepers flying 
at elevations far above the ground 
where air is cool and smooth, were 
cited as offering 
travel luxury. 
Information concerning this and 
all other factors which have rep- 


resented obstacles to the acceptance 


air | 


of air travel has been disseminated 
over the past 12 years by planned 
advertising, supplemented with 
publicity, sales promotion, and other 
promotional efforts. 

“The industry has established an 
excellent safety record and has de- 
veloped a variety of safety devices 
and practices to increase steadily 
the already high factor of reliabil- 
ity of scheduled air service. News 
of these developments has been 
brought to the public’s attention 
through advertising as well as 


the utmost in| 


e 


ment said. 


Average Daily Sales 
In Rural AreasUp16% 


From the Herald Tribune Bureau 

WASHINGTON, June 13, — 
Daily average sales of general 
merchandise in small towns and 
rural areas for May were 16 per 
cent over such sales for May, 
1938, and were the highest for the 
month in the last ten years, the 
Department of Commerce said 
today, Little change was shown 
as compared with April of this 
year, but after adjustment for 
seasonal influences, the index for 
these sales advanced three points 
from April to May, the depart- 


Sales for the first five months 
of the year were about 12.5 per 
cent above the same period of 
1938, the report said. 


product. Make sure they know 
Union's 3,000 local weeklies. 


suppose. Look into it. 


310 East 45th Street, New York 


The bee-line route to 
family-sized chunk of rural sales. 


You'll know they're good once country-town families know your 


it... via Western Newspaper 


a 2-million 
than you'd 


Cost? Far less 


WESTERN NEWSPAPER UNION 


210 So. Desplaines St., Chicago 


other forms of promotion,” Mr. Pat- 
| te rson pointed out. 


Effectiveness of Copy 


“That the advertising carried out 
|by the industry has had its effect 
| is evidenced by the high rate of 
| traffic increase which has_ been 
|shown by the industry. At the be- 
| ginning we were confronted with 
| the same problems which faced the 
| railroads, automobile manufacturers 
jand many other’ merchandisers 
launching a new service. However, 
the airlines had an additional ele- 
ment in the form of an intangible 
fear in the public consciousness by 
| being removed from its natural en- 
vironment and transported into an 
unfamiliar element. But to com- 
pensate for this additional prob- 
| lem, the airlines have had available 
|a system of remarkable and efficient 
|series of channels of public infor- 
mation which did not exist to this 
high degree during earlier days. 
The present field of newspapers, 
periodicals, radio, motion pictures, 
and the forthcoming television fur- 
nish the merchandiser today an op- 
portunity to tell his story univers- 
ally with a speed and thoroughness 
undreamed of a few years ago.” 
For many years the airlines have 
been doing as thorough a job of ad- 
vertising as possible, he went on. 
Their expenditures have compared 
favorably with advertisers in sim- 
ilar fields. For example, last year 


among the upper brackets of rail- 
road advertisers in point of dollars 
spent in advertising. During that 
year American Airlines spent ap- 
proximately $600,000 in advertis- 
ing (all forms, including direct 
mail, timetables, printing, etc.) and 
United Air Lines expended $561,- 
000. 
From 
volume, 


the 
Mr. 


dollar 
remarked, 


standpoint of 
Patterson 


spending when compared with 
other transport advertisers on the 
basis of a ratio of advertising dol- 
lars to availability of service to 
sell. The airlines, however, are do- 
ing an educational job, the adver- 
tising dollars for which must be 
amortized over a period of years to 
come when sales will be material- 
izing as a result of present applica- 
tion of selling forces, he declared. 
“Boiled down, the problem con- 
fronting the airline today amounts 


then getting them to fly the par- 
ticular airline involved. Several 
airlines in the past tried to carry 
the first job by themselves but it 
has proved to be too big for any in- 
dividual airline. Thus this fall will 
commence the _ (first advertising 


ation industry, both 
manufacturers. Approximately 
$260,000 has already been  sub- 
scribed to a joint advertising fund 
which will enable the airline 
dustry to tell to the public the story 
of safe, reliable air transportation. 
This campaign will support the 
regular advertising program which 
has been carried out each year by 
the airlines and which will doubt- 
less be continued on approximately 
the same basis during 1940.” 


AIRLINE TRAFFIC AND 
PROFITS UP IN JUNE 

Chicago, July 12.—The country’s 
major air lines carried a_ record- 
|breaking volume of traffic during 


airlines and 


, baseme 
expenditures of two airlines ranked!June and apparently operated in | P#5ement 


the airlines may seem to be over- | 


to, first, getting people to fly, and | 


sponsored jointly by the entire avi- | 


in- | 


the black for the first six months 
of the year—a_ record-breaking 
achievement—figures released by 
the Air Transport Association and 
by individual lines indicate. 

According to Col. Edgar S. Gor- 
rell, president of the association, the 
industry ran about 27 per cent 
|ahead of last year during the first 
|six months, making the nation’s air- 
jlines “about half out of the red.” 

Preliminary June figures indicate 
that the 16 lines reporting to the 
association flew approximately 63,- 
500,000 revenue passenger miles in 
| June, compared with 40,284,317 
during June of 1938, and 57,407,080 
in May of this year. This is an 
increase of about 55 per cent over 
|last June, and brings the estimated 
total for the first six months to 
| 278,000,000 revenue passenger miles, 
compared with 208,000,000 during 
the corresponding period of 1938. 

Huge Gains Recorded 

American Airlines reported a gain 
of 91 per cent in passenger revenues 
for June, and a 50 per cent gain in 
|passengers hauled during the first 
half. The 54,042 revenue passen- 
|gers carried last month set a world 
record, it said. 

United Air Lines reported an in- 
crease of 38 per cent in revenue 
passenger miles in June, a figure 
which shattered the previous high 
|}record on this line, made in August, 
1937, by 14 per cent. 

Transcontinental and Western Air 
was also estimated to have broken 
|all records in June, flying approxi- 
|mately 60 per cent more passenger 
revenue miles that month than in 
|the previous year, and sectional 
|lines also reported record-breaking 
; volume for the month. 


Chicago Coal Merchants 
Sponsor Contest 


Chicago Coal Merchants Associa- 
tion will give cash prizes amounting 
to $1,000 for the most modernized 
in a coal or coke heated 


home found in the trading area 
served by its members. 
The contest started July 1 and 
AIRLINES’ EARNINGS FOR FIVE MONTHS will continue until March 31, 1940 
Theodore R. Sills & Co., Chicago, 15 
First Five in charge. 
quarter April May months ane ORE 
American $28,200 $74,385 $185,197 $287,782 || Issues New Directory 
Boston-Maine 17,290 °4,902 1,967 20,225 The Chicago office of the St. 
| Braniff ....... *8,982 *1,396 12,993 2.615 Louis Post-Dispatch has issued thé 
| Chicago & Sou 2,537 5,568 11,927 20,032 ||July edition of its directory. This 
Continental 5,037 1,423 1,957 8,417 || directory includes names, address¢s 
| Delta 2.037 3.867 3.807 9711 jand telephone numbers of all Chi- 
| Eastern 294,120 76,062 60,788 430,970 ||°28°_ publishers’ representative: 
Inland 21,719  *2,475 1,602 cece [SONS semen, ae 
: : ’ ’ - and travel ticket offices. 
Mid-Continent "34,864 20,945 2,373 "11,546 |) seta a 
| National 2,817 2,215 2,495 2,537 || = 
|| Northwest 180,123 37,412 ai Psintod 
|} Penn-Central . *44,295 2,27 20,528 21,496 
TWA 364,841 *45,633 24,232 *386,242 
United 421,657 *13,674 88,079 347,252 
| Western Air *42.434 *10,637 2,049 *55,120 
Total . *$801,457 $70,607 $410,906 *$319,944 
“Loss. Not available yet 
Wall Street Journal. 
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ADVERTISING AGE 


Most of the time it isn’t much fun to 
be put on the spot, but when that spot 
happens to be the desk of a prospect, 
and the prospect doesn't object to your 
being there and staying there for a full 
year, wed say that’s a pretty sweet spot 
to be on. 

And it’s exactly this beautiful spot 
—preferred position on the desks of 
4,500 first-line buyers of business paper 
advertising, paper, direct mail cam- 
paigns, and other advertising goods and 
services—that you get when your mes- 
sage appears in the Market Data Book 
Number of Industrial Marketing. 

Here’s a reference book that is really 


referred to—one which has won its 
spurs in almost 20 years of service— 
one that your leading customers and 
prospects say they can’t get along 
without. 


If you want more business in 1940 
than you're getting right now, you 
won't overlook this beautiful spot we 
can put you on—one that guarantees 
you first-line desk position from first- 


line buyers for a full year beginning 
October 25, 1939. 


Get on the spot now. 


INDUSTRIAL MARKETING 
100 E. Ohio St. Chicago 330 W. 42nd St, N. Y. 
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C. H. Marston, 
Agency Founder, 
Taken by Death 


Philadelphia, July 11.—C. Harold 


Marston, vice-president and treas- | 


urer of the Geare-Marston agency, 
died suddenly of a heart attack at 
his home in Germantown here Sat- 
urday. He was 49 years old. Mr. 
Marston has been identified with 
advertising for the past 20 years 
and with Norman W. Geare formed 
the Geare-Marston agency in 1928. 

He was a native of England and 
fought in the World War as an 
officer of the Royal Flying Corps. 


He was a member of the Philadel- | 


phia Country Club, the German- 
town Cricket Club and the British 
Officers’ Club, Philadelphia. 

He is survived by his wife, a son 
and two daughters. 


FRANK H. BURGESS 

La Crosse, Wis., July 11.—Frank 
H. Burgess, publisher of the La 
Crosse Tribune since 1917, died here 
last week after a long illness. He 
was 63. Born in England, he came to 
this country as a youth and spent 
the major portion of his business 
career in the newspaper field, first 
in the circulation department of the 
Chicago Record-Herald, then as a 
manager of the Rock Island office 
of the Davenport Times. When the 
Lee Syndicate established the Tri- 
bune here in 1907, Mr. Burgess was 
appointed business manager. He 
became publisher when the paper 


was consolidated with the Leader- | 


Press in 1917. 


WINFIELD URMY 

New York, July 11.—Funeral 
services were held yesterday for 
Winfield Urmy, manager of the 
Philadelphia office of Rodney E. 
Boone Organization, who died last 
week at St. Luke’s Hospital at the 
age of 59. A well-known figure in 
the newspaper representative field, 
Mr. Urmy joined the Boone Organi- 
zation in 1928 after being associated 
with the New York Times and the 
New York Sun. 


TREVE COLLINS 

Teaneck, N. J., July 11.—-Follow- 
ing an operation for appendicitis, 
Treve H. Collins, advertising man- 
ager of Plumbing and Heating Jour- 
nal, New York, died last week at 
Holy Name Hospital. He was 45 
years old. Mr. Collins formerly 


served as the editor of the business | 


paper and was also a writer of con- 
siderable fiction, including one 
novel and many short stories. Many 
of the latter appeared in the New 
York News, the Chicago Tribune 
and adventure magazines. His ini- 
tial writing experience was gained 
us a reporter on the Brooklyn Daily 
Eagle and New York Times. 


HARRY D. SHANTZ 

Detroit, July 11.—Harry D. 
Shantz, 70, traffic manager of The 
Detroit News until his retirement in 
January, died at his home here 
Friday. 


ARTHUR WESTPHAL 


Chicago, July 11 Arthur W., 
Westphal, 45, general sales man- 
uger of Ditto, Inc., died at Damaris- 
catto, Me., July 4, following an 


In 
the 
Center of 


St. Louis 


Rates from 


PLEASANT CHAT 


| 
' 


| 


| 
| 


| Lenox Lohr, NBC president, finds the 
convention lobby a_ pleasant place. 
Frank M. Russell, WRC, Washington, 
D. C., agrees. 


emergency operation for appendi- 
citis. He was previously with 
Marshall Field & Co., and Butler 
Brothers. 


T. EDWARD CAVANAUGH 

Albany, N. Y., July 11.—T. Ed- 
ward Cavanaugh, 55, for the past 
ten years in charge of food adver- 
tising for The Knickerbocker News, 
died of a heart attack while visit- 
ing friends at a Saratoga Lake 
camp. He has been a member of 
the advertising staffs of Albany 
dailies for 35 years. 


Now It's No Fun 
Selling Liquor 
in Pennsylvania 


Harrisburg, Pa., July 13.—If you 
suddenly discover that liquor sales- 
|men in this state are taking to con- 
|suming more of their product than 
| they sell, you can safely put it down 
j}to the fact that they're trying to 
live up to the new code laid down 
by the State Liquor Control Board 
j}and emphasized to the distillers’ 
representatives in a speech by Gov- 
ernor Arthur H. James. 


Gratuities Are Barred 


Under the code any liquor sup- 
plier who induces a licensee to ac- 


| 
| chandise inventory” will be no gen- 
| tleman, and besides, he’s likely to 
'sell no more liquor in the state; 
and the same applies to those who 
entertain or offer gratuities to store 
|or Office personnel, “or otherwise 
|contact such persons except in mat- 
| ters arising in the regular course of 
business.” 
| You are also mistaken if you 
| think it a pleasant gesture to pur- 


‘chase drinks for the house, espe- | 
cially if said gesture is made with | 


the hope of selling your merchan- 
dise. 


But what will probably break the | 
hearts of all good distillers’ men is | 


|the code provision that forbids 
| them to tell any of their customers 
that they wield political influence 
in the state. 


\Ray Huber Appointed 
S-H General Manager 


Ray A. Huber has been appointed 
general business manager of the 
Scripps-Howard Newspapers, suc- 
ceeding William G. Chandler, who 
becomes a member of the S-H ad- 
visory board. Mr. Chandler is ex- 
pected to devote much of his time 
to newsprint production 

Mr. Huber started with the or- 
ganization more than 35 years ago 
as a $7 a week advertising solicitor 
for the Akron edition of the Cleve- 
land Press. In later years he became 
business manager of that paper, 
then assistant general business 
manager of Scripps-Howard. He 
was named publisher of the New 
York World-Telegram in 1931, 
holding that post until 1938 when 
he returned to an executive post in 
the general management of the or- 
ganization 


AGMA Adds Three 


New members of the Associated 
Grocery Manufacturers of Amer- 
ica are Horlick’s Malted Milk Cor- 
poration, Racine, Wis., Gypsy Dyes, 
Inc., Chicago, and Otto Seidner, 
Inc., Westerly, R. I 


quire “excessive amounts of mer-| 


—<—= 


Index of Retail Activity in 79 Importan; 
Markets 


Based on total retail advertising volume in all newspapers in each city. 
| (Copyright, 1939, by Advertising Publications, Inc.) 


RETAIL ACTIVITY ae 
inMAJOR MARKETS 
compared with last year 


Week-by week 


year to date 


25 2 4 I i@ 25 t 8 WG 2 29 #+© 4B 
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~ Gain %™ Gain 


27-Week 27-Week 27-Week or Loss’ or Loss 
Period Period Pericd 1939 1939 Week Week % Gal 
Ended Ended Ended over over Ended Ended or 
City July 10, 1937 July 9, 1938 July 8, 1939 1937 1938 July 9,1938 July 8, 1939 Lass 
fAkron, O. ....... ~... 9,108,361 6,482,712 5,168,155  —43.3 20.3 170,975 129,924 —24j 
Ch, > reer errr 5,307,047 4,559,665 4,409,109 —16.9 —3.5 114,230 101,818 —10 
Ce? , Sarr rrerer se 3,708,025 2,683,875 3,008,600 —18.9 +12.1 67,541 70,672 + 4h 
epee Cs cc centinens 8,219,736 7,697,690 8,720,670 + 6.1 +-13.3 195,146 232,568 ~ 19) 
Baltimore, Md. ....... 12,217,400 11,398,475 11,419,039 6.5 + 0.2 280,963 307,422 +$4 
Birmingham, Ala. .... 6,654,284 6,456,044 6,646,976  —O1 +3.0 ~ 167,384 189,784 +13) 
Boston, Mass. ...... . 10,622,386 9,643,356 9,865,966 7.1 +2.3 185,809 183,260 | 
| Bridgeport, Conn. .... 5,270,888 4,621,988 5,008,254 5.0 + 8.4 127,596 141,680 +11 
i OS ee Aree 9,763,236 8,532,734 8,332,968 14.7 —2.4 188,300 187,306 —0; ox 
Cam@en, BM. ds ccccccese myatteee 1,949,290 2,128,308 + 1.0 + 9.2 48,052 62,281 295 
Cedar Rapids, Ia...... 2,752,722 2,453,458 2,530,288 —8.1  +8.1 ~ 95,016 68,922 —§? 
Charleston, W. Va. .... 6,024,046 5,743,884 5,368,104 —10.9 —6.6 149,373 144,823 3 
Chattanooga, Tenn : 3,351,617 3,169,357 3,919,192 + 16.9 + 23.7 83,357 99,808 +- 19. 
ce a |) 17,753,893 16,760,522 15,667,788 —11.8 —6.5 397,810 322,962 —18 
ot ee 9,346,422 8,061,670 8,248,874 -11.8 +2.3 234,464 235,758 i 
|} Cleveland, O. .......6% 9,274,910 9,276,605 —17.6 ogee 251,135 286,106 +13 
Se, OE! ow ae u 6,471,553 6,923,402 —7.4 7.0 166,749 186,459 +11] a 
| Dallas, Tex. 10,954,346 LO,871,964 2.4 a .§ 274,923 326,969 +18 k 
| Davenport, Ia. ........ 4,971,312 4,829,920 10.6 2.9 126,532 141,540 +11 f 1 
a a es ee 6,730,492 7,214,862 12.6 7.3 181,328 192,024 +59 ry 
Denver, Colo. ..... 4,787,688 4,731,879 | —10.7 —1.2 112,085 133,537 gg 
Des Moines, Ia. .373,711 3,500,202 +15 + 3.7 94,297 98,474 4 « 
| Detroit, Mich. 9,195,170 10,368,962 13.2 12.8 237,059 251,510 03 
Ki Paso, Tex. ....+. 5,315,379 5,434,738 0.5 +2.2 156,618 147,098 6) 
3, See eee 4,649,648 4,927,244 +3.2 + 6.0 117,544 134,176 +14 
Fall River, Mass. .... ~ 1,676,362 1,757,157 £—69 ran 50,059 46,172 —i§ 
Flint, Mich. ‘ sas oes 3,595,746 $289,032 10.5 +19.3 114,604 126,154 +1 4 
Fort Wayne, Ind. 6,298,292 5,559,456 5,465,932 -13.2 -1.7 156,156 137,402 —1?2 
Oe | Ss eee . $8,976,221 2,979,033 3,013,851 —24.2 +1.2 92,451 92,026 { 
}(Girand Rapids, Mich. ' 5,712,066 4,512,420 $551,100 —20.3 +0.9 109,298 111,006 ] 
Greenville, S.C. ...... 3,531,090 ~ 8,247,401 — 3,381,959 —4.2 4.1 ~ 103,994 102,107 “1.19 
Houston, Tex. oa aa 8,508,942 8,491,360 8.730.768 2.6 + 2.8 222,614 246,638 10.9 
Indianapolis, Ind. . 4 840,668 8,194,012 8,516,660 13.5 1.3.9 246,792 251,930 +2. | 
Jacksonville, Fla. ee 4,734,450 4,467,018 1.672.668 1.3 4.6 125,020 134,386 | 
| Jersey City, N. J oo 1,397,241 1,117,374 1,169,118 9.9 + 4.6 29,141 28,102 3 
| Kansas City, Kans.... 1,400,028 | 1,441,727 1.333.696 4.2 —%bp 46,627 44,359 a 
Knoxville, Tenn 5.298.916 5,234,010 5 + 4.3 5.6 145,068 153,062 + § ln 
Little Rock, Ark ‘ 4,997,342 1,691,240 4, 4.9 1.3 132,314 132,174 — 
| Los Angeles, Cal. 13,341,123 11,924,896 13 2.4 9.23 358,859 355,652 1 
| Louisville, Ky. ... ; 8,433,439 7,437,723 7. 11.1 0.8 200,629 213.462 6 
|LLynn, Mass, ....... ses 0,292,706 4,172,126 “4 16.1 +64 112,728 122,248 +i Bi 
Manchester, N. H , 1,887,028 1.917.344 1.9 L5 5 3.8 43.572 57,046 + 30! 
Memphis, Tenn. 6,296,068 5,800,158 6,1 2.3 + 6.0 174,132 181,118 4 
ti Milwaukee, Wis 9,225,692 7,767,171 7,443,269 19.3 —4.2 217,066 204,327 - 
Minneapolis, Minn 7,874,953 7,035,008 7,158,190 | 1.8 226,204 213,775 - V 
| Moline-Rock Island .. 4,692,594 ~~ 4,479,426 — 4,356,874 7.20 —2.7— 122,164 112,910 TM inci 
New Bedford, Mass. 1,794,898 1,645,336 1,619,268 a8 1.6 47,306 52,164 if n 
New Haven, Conn 9,014,092 1,723, 1,793,768 1.4 1.5 141,232 142,198 f ’ 
New Orleans, La. ... 10,567,477 8 4% O84.796 5 1.2 327.081 319,572 2 31,2 
|New York, N. Y. .. . 35,166,529 30,791,951 12.4 a 621.743 594,408 - ve 
Brooklyn, N. YY. ....... 3.671.685 7 “9 718.194 —42 3 £=x—930.7 48.579 55,530 £14 prol 
Norfolk, Va. .. ; 1,983,482 1,056,966 0.5 22 144,242 154,546 - tica 
|} Oakland, Cal P 4,074,527 1.069.164 —* 17.8 115,827 116,356 +{ Me 
fOklahoma City, Okla. 6,265,842 1,867,212 22.3 22.2 201,607 126,168 ee 
| Peoria, II 6,220,046 5,655,193 9.1 + 6.2 137,532 131,310 —1' 9 Sch 
Philadelphia, Pa. ..... 16,112,654 14,311,678 | —11.2 +47 330,536 331,734 Foie Der 
Phoenix, Ariz. .. . 8,781,386 2834,670 1.4 5.0 131,866 129,542 Sox 
| Pittsburgh, Pa 13,586,146 10.562.687 29 3 15 60.806 247.184 = S 
Portland, Gre 6,479,946 6.510.611 LO.5 8 183,050 159,726 -12 : 
Reading, Pa 1,687,324 1,960,007 5,192,335 8.7 4.7 126,420 152,390 +2 - 
Richmond, Va * 6,876,646 6,270,964 6,701,128 26 © (C+ 6.9 163,212 «146,734 =. 7 
Rochester ) ‘ 4.760.209 7.496.453 7.043.869 18.4 ’ 1% 57 201,546 } Ol 
Sacramento, Cal 1,549,517 1,075,649 4,295,606 6 ' 128,912 116,886 
San Antonio, Tex $,486,764 3,210,622 5. TO1, 698 6.2 1 112,824 117.219 
San Diero, Cal 7.470.632 6.420.098 6 5S8. 882 11.8 L295 200.410 188.958 — ‘ 
Seattle, Wash. ...... 301,302 1,764,295 Th7Nod 7s 3211 ie7.020 189.518 +! : 
**South Bend, Ind 5,037,842 5,689,914 2,826,919 13.9 23.4 6,719 73,470 . 
ssSpokane, Wash 1,057,746 748.948 152.162 14.9 7.9 131,138 101,276 q 
St Louis Mo 10.315 .250 a4 $05,290 SS 0.7 214.09 212.630 - n 
‘St. Paul, Minn 6,438,576 6.112.826 {80.10 14.4 10.4 27.468 142.767 le 
; ine : ; é ein 
Syracu N. \ t 24 118,322 6,315,414 0 14.4 149.266 145.705 . g 
Tacoma, Wash 136,642 OS4,67¢ ,2S2 804 1.8 102.620 119.574 ] ‘ 
Tampa, Fla 25,074 166,324 429,328 3.1 8.3 79.548 103.936 3 : 
Poront Cont tan 10,791,621 2ou.444 8.673.024 19.6 6 277.974 287,849 
Trey N ‘ 9 98 THe 2 150.470 9 952 1¢ +.7 6.448 58.912 r 
ruls Okla 127.606 $698. 880 1 G6N.636 an 0.7 136.328 129.388 
Washington, TD. ¢ 19,869,560 7,662,278 17,547,866 11.7 0.7 131,859 430,83 
Worcester Mas 6,470.01 ‘GS BES 13.266 14.8 7 ¢ 146.972 126.22 ] 
Youngstowr ‘) 1.8 ts 895.72 876.2 10.6 0 48 38 105. 76¢ + 
Pota ‘ : 228,504 $91,227,629 {US HST SS 16.2 1.5 123.068.9660 13.154.9 5 C 
‘Akron Times-Press discontinued Aug. 28. 1838 7 = — 
**News-Times discontinued Dec. 28. 1988 o 
Milwaukee News discontinued Jan. 14, 1939 
Oklahoma News discontinued Feb, 24, 1939 of 
**Worcester Post discontinued Oct. 1, 1928 Iss 
sSpokane Pre discontinued March 18, 1% 
St. Paul Daily News discontinued Anri h0, THRs z 
Chicago H | & Exa reduced to tal id z Sey toy 
————— — tis 
Lists Three Speakers nual meeting of the Carolinas’ |at Fort Sumter Hotel, Charles 


i Advertising Executives Association |! July 22. 
Wm. D. Nugent, vice-president of . ‘ ~ oe s 


Media Records, New York; George —— 
Biggers, general manager, Atlanta 
Journal, and E. N. Pope, advertis- 
ing manager, Carolina Power &| 
Light Company, Raleigh, will be the | 
principal speakers at the semi-an- 
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The rates for this department are 
“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
Write for folder describing discounts for term insertions. 


$4.75 per inch. 


Cdvéutisi 


Wanted,” 


as follows: 
“Representatives Wanted,” 
a line, minimum charge $1. 


and 
Terms 


— 


HELP WANTED 


POSITIONS WANTED 


New publication in exceptionally ac- 
sive field, Well financed and already a 
wants real salesman to 
handle eastern territory, including 
vew England, New York and Penn- 
, ! Automotive background 
elpful, but not essential. Commis- 
nn arrangement. Publisher in New 
york for interviews week of July 17. 
tive full details in confidence to 
Box 1823, ADVERTISING AGE, N. Y. 


syivania. 


young creative copy writer, who also 
is complete printing production ex- 
nerience to act as editor for a maga- 
‘ine in the graphic arts field. Must 
know something about paper and 


modern trends in printing. Give com- 
expe ted. 


Box 1825, ADVERTISING AGE, Chgo. 


LAYOUT MAN—-Small, progressive, 
fully recognized Chicago agency 
ffers real opportunity to young artist 
with some knowledge of copy and 
production and ability to handle some 
anished art. Must be ambitious and 
iggressive. Write for interview out- 
ning past experience, approximate 
lary expected, etc. 

tox 1826, ADVERTISING AGE, Chgo. 


AN OPPORTUNITY 


1 young man with a flair for lay- 
it, some ability at hand lettering and 
knowledge of engraving. Samples 
f work with complete business his- 

tory and salary desired must be sub- 
tted by mail before interview is 
ted 


- THE AMERICAN HOME 
444 Madison Avenue 
New York, N. Y 


Attention: W. H. Eaton 


23, merchandising 
desires to break in as 
Check my capability. 

ADVERTISING AGE, N. Y. 


Production man, 
experience, 
copy writer. 
Box 1824, 


Experienced agency contact man 
wants job in new business department 
of desirable agency. He will not bring 
a hatful of accounts in under his arm. 
Those he has obtained for his pres- 
ent connection will be left where they 
are but he knows how to get you 
more. If you are interested drop a 
card to Box 1820, care of this paper 
for an interview anytime, anyplace. 


PRINTING 


Publisher ready to take on 
printing at lowest prices. 

8 page tabloid as low as $48.00 De- 
livered. Write today. Williamson 
Publications, Inec., Ardmore, Pa. 


any type 
Will print 


SPECIAL 


MAKE EVERY DIRECT-MAIL 
dollar count for two, by using new- 
est Photo-Offset process; reproduces 
anything that can be printed! 

NO TYPESETTING and ENGRAVING 
EXPENSE!! 


SERVICES 


Ideal process for reproducing all 
types of direct-mail literature, in- 
struction sheets, house organs, sales- 


men’s manuals, portfolios, charts, etc. 

Short runs without penalty. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22c 
Even lower prices for quantity buyers. 

All sizes supplied. Send for free 
informative Manual. 
Laurel Process, 480 Canal St., N. ¥.C. 
For a trained representative in New 
York and the Metropolitan Area, just 
phone WAlker 5-0526. No obligation. 


PHOTO AD-CARDS 


BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


Income Called 
Business Savior 


Wellesley, Mass., July 12.—If the 
income of the 54 per cent of Ameri- 
‘an families now receiving less than 
$1,250 a year could be raised to an 
verage of $1,500, the economic 
problem in America would be prac- 
Ucally solved, Dr. Helen Everett 
Meiklejohn of the San Franciseo 
School of Social Studies told mem- 
%rs of the Summer Institute for 
Social Progress here this week. 

Statisticians have shown, she 
Pointed out, that such a rise in in- 

me for those in the lower brackets 

ould result in such spending in- 
reases as $385,000,000 annually 
for transportation and $11,- 

900 more for oranges. 

v Meiklejohn asserted that 
day's economic thought should not 
itself fundamentally with 


ne 
ncern 


ing populations and expand- 
ng trontiere ri © “ , © 
‘rontiers but with a “new era 
mature economy.” 
America is entering into | 
ture economy—in which pcep- | 
approaching a gosta 


| 


ISSUES) 


Toa 


al 


® Complete coverage 

current and back 
‘Sues of trade papers 
= Jeneral magazines 


 ¢ditorial and adver- 
“8g material, 


“Using 
Trade Paper 
Clippings in 
Business” 


7 | 
CLIPPING BUREAU 


a 
". LASALLE ST., CHICAGO, ILL. 


i 


|probable that the government will 


level, there are no further physical 
frontiers to push farther back, mass 
production has been fully developed 
in most important directions, and 
not only is the average age of citi- 
zens advancing, but the value of 
older men and women is being in- 
creasingly recognized,” she said. 

“Free competition is closely asso- 
ciated with an era of expanding 
economy, but in a ‘mature econ- 
omy’ its benefits are not so apparent 
and ‘monopolies,’ ‘combinations,’ 
and governmental control of prices 
are viewed more kindly,” she added. 

Industries in which free competi- 
tion is the rule, she pointed out, 
demonstrated during the depression 
that by reducing prices to keep up 
output they were able to maintain 
employment, but not dividends, 
while combinations to fix prices and 
control output result in wholesale 
unemployment during depression 
periods. 

At another session of the Summer 
Institute of Social Progress, Pro- 
fessor J. M. McDaniel of the Eco- 
nomics Department, Dartmouth 
College, stated that “if the forces 
making for price rigidity are too 
strong to overcome, then it is highly 


be forced into the business of di- 
recting the flow of investments as a 
permanent function.” 


Two Name Baker, Gordon 


Centre Associates, New York, 
finance company, has named Baker, 
Gordon & Burton, New York, to 
handle promotion in magazines, 
business papers, and metropolitan 
newspapers. Strauss Laboratories, 
Inc., New York, has also named the 
agency to direct its account. Max- 
well Desser, formerly of the Grey 
Advertising Agency, New York, has 
been appointed art director of the 
Baker, Gordon agency. 


Account to Heer 


Broadcasters | 


Solve Knotty 


Problems at Meet 


(Continued from Page 1) 
payment for music used, rather than 
a flat commission on broadcasting 
revenues as provided in the current 
agreement, was considered a sound 
beginning for the difficult task 
ahead. The broadcasters’ sober ap- 
preciation of the importance of this 
problem was accentuated by the 
authorization voted to the copyright 
committee to make plans to procure 
music without ASCAP in the event 
the deadline passes without com- 
pletion of a new agreement. 

Following adoption of the new 
code, which took the form of a con- 
densation of the original draft 
drawn up a few weeks ago, the 
association adopted a_ resolution 
seeking to avoid misinterpretation 
of the phrase “accepted standards 
of good taste.” In addition to the 
common interpretation the phrase 
would have in any community, the 
resolution specified that member 
stations shall not accept for adver- 
tising: 

Specific Prohibitions 


1. Any 
liquor. 

2. Any remedy or other product 
the sale of which or the method of 
sale of which constitutes a viola- 
tion of law. 


spirituous or “hard” 


3. Any fortune- telling, mind- 
reading, or character-reading, by 
handwriting, numerology, palm- 


reading, or astrology, or advertising 
related thereto. 

4. Schools that offer questionable 
or untrue promises of employment 
as inducements for enrollment. 

5. Matrimonial agencies. 

6. Offers of “homework” except 
by firms of unquestioned responsi- 
bility. 

7. Any race track, “dopester,” or 
tip-sheet publications. 

8. All forms of speculative fi- 
nance. Before member stations may 
accept any financial advertising, it 
shall be fully ascertained that such 
advertising and such advertised 
services comply with all pertinent 
federal, state and local laws. 

9. Cures and products claiming 
to cure. 

10. Advertising statements’ or 
claims member stations know to be 
false, deceptive or grossly exag- 
gerated. 

11. Continuity which describes, 
repellently, any functions or symp- 
tomatic results of disturbances, or 
relief granted such disturbances 
through use of any product. 

12. Unfair attacks upon competi- 
tors, competing products, or upon 
other industries, professions or in- 
stitutions. 

13. Misleading statements’ of 
price or value, or misleading com- 
parisons of price or value. 


Association in Good Shape 


The current status of NAB as the 
organized voice of broadcasting was 
shown in the report of Edwin M. 
Spence, secretary-treasurer. Mem- 
bership now comprises 415, or 60 
per cent of the nation’s 697 com- 
mercial stations. The membership 
includes 256 of a total of 357, or 72 
per cent of all network affiliates, 
and 159 out of 340 or 47 per cent 
of all independents. Seventy-five 
per cent of all NBC stations, 75 per 
cent of all CBS stations, and 66 per 
cent of all Mutual stations are on 
the NAB roster. Also, 151 or 65 
per cent of the 231 stations owned 
and controlled by newspapers are 
members. 

On March 1, 1938, the newly | 
reorganized NAB had $6,675 on 
hand. Receipts from that date to 
June 30, 1938, totaled $294,059. Dis- 
bursements during the 16-month 
period were $248,178. Cash on hand 
June 30 was $52,556. 


Deplore New Regulations 
The association adopted a resolu- 


Nasharr Freres, Chicago, has ap- 
pointed Raymond Heer Advertising | 
Agency to handle its account. | 
Charles A. Conrad, Jr., is account | 


executive | 


tion charging that the new FCC 
regulations requiring international 
broadcast programs to promote 
goodwill contain the elements of a| 


% 


TURNABOUT IS FAIR PLAY 


Harold Smith (center), of Station WABY, turns the tables on Edith Elliott (left) 
and Mary Francis, who were supposed to be the official welcoming committee 


of the Mutual Broadcasting System at the NAB conclave. 


Fred Weber, MBS 


general manager, apparently approved the reversal in convention technique, 


which shows Harold doing the 


general threat to the right of free 
speech over the radio. 

Another resolution thanked the 
FCC for extending the former six- 
month radio station licensing period 
to a year and pledged a continued 
fight to extend it to the full three- 
year maximum authorized by Con- 


gress. 
Still another protested that the 
manufacturers’ promotion of push 


button receiving sets, whose buttons 
tune only to a few larger stations, 
will cause irreparable damage to 
advertising revenue of smaller in- 
dependents. The association was 
pledged if necessary to bring this 
“unfair trade practice and monopo- 
listic condition” to the attention of 
“the proper federal officials.” 

The following directors were 
elected: F. M. Russell, NBC, Wash- 
ington, vice-president; Harold V. 
Hough, WBAP, Fort Worth; George 
W. Norton, Jr., WAVE, Louisville; 
Don S. Elias, WWNC, Asheville, 
N. C.; John Elmer, WCBM, Balti- 
more; Harry Spence, KXRO, Aber- 
deen, Wash. 


‘WABC Adds Three 


welcoming instead of the girls. 


Edwin M. Marshall, Richard J. 
Goggin and Mary O’Keefe have 
joined Station WABC, New York, 
as members of the program depart- 
ment. Mr. Marshall, formerly a 
free lance writer, will write local 
programs; Mr. Goggin, until re- 
cently an apprentice in the Colum- 
bia Broadcasting System, will assist 
in production of programs, and 
Miss O’Keefe will be in charge of 
traffic operations. 


F, B & M Agency Ends 


Ford, Browne & Mathews, Chi- 
cago «advertising agency organized 
in 1935, is in the process of liquida- 
tion. It is reported that both Bur- 
ton Browne and K. A. Ford, two 
of the three former partners, will 
re-enter the field with new and sep- 
arate organizations. The agency 
was located at 100 E. Ohio street. 


Farr Leaves Gillette 


Rogers Farr has resigned as sales 
manager of Gillette Safety Razor 


Company, New York. 


PRINTING 


Now...more than ever... 


You’d better 
look to Quatty/ 


tising for 
firms that 


We've all had our run of commonplace 
work. We’ve all learned a few things. 
There can be no substitute in adver- 
quality. The advertising 
have kept their standards 
up are the ones that have gone ahead. 
So to be sure of the finest work use 
Faithorn COMPLETE SERVICE for your 
advertising production requirements— 
ad-setting, engraving and printing—all 
under one roof. This means a definite 
saving of TIME, ENERGY and MONEY, 
without sacrificing quality. Let’s get to- 


gether. Write, or phone Wabash 7820. 


Kaithorn Corporation 


AD-SETTING - 


ENGRAVING =: 


PRINTING 


504 Sherman Street, Phone Wabash 7820 
CHICAGO, ILL. 


A Comprehensive, Complete Day and Night 
Service for Advertisers and 
Advertising Agencies 
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‘Education’ Takes 
Top Rank as Bait 
for Sucker Trade 


(Continued from Page 1) 


did seem to take a worse cuffing 
than other media. The responsive- 
ness of the customers, however, 
leads to the conclusion that the ad- 
vertising “expose” is just as good 
bait when the morticians and plast- 
erers are painting the town red. 

Accompany this correspondent on 
a boardwalk stroll this cool sum- 
mer evening. Only the areas im- 
mediately above and below the 
Steel Pier enjoy any substantial 
patronage, for this is a notably bad 
year for Atlantic City, with many 
hotels reporting business as much 
as 40 per cent below last summer. 
The New York fair is to blame, 
they say. 

Nestled between a salt water taffy 
emporium and a dazzling “remem- 
brance shop” we observe the first 
of the lecture cubbyholes we’re 
seeking. It measures about 12 feet 
wide by perhaps 30 feet deep. A 
cheap, slapdash paint job of red 
and blue affords a superficial at- 


a 


bad 4 
baer 


SALES MANAGERS FIND SESSIONS OF GREAT INTEREST 


More sales menagers linger on after meeting: Robert A. Schmid, WOR, has his white back turned; E. E. Voynow, Edward 
Petry & Co.; Ed. Flanagan, WSPD, Toledo; J. R. Curtis, KFRO, Longview, Tex.; Dave Brown, WHIO, Dayton; Don loset, 
WLOK, Lima, O.; Bill Warner, Colonial Broadcasting System; and Gerry Harrison, Yankee Network. 


mosphere of modernity. Except for 
a narrow aisle down the center, the 
floor space is taken up with rows 
of metal folding chairs. At the far 
end of the hall is a platform with 
an unpainted wooden kitchen table 
at one side and a chair at the 


other. Behind the platform is 


In Hospitaltown... 


tacked a sign painted in showcard 


colors: “INSPIRATIONAL MES- 
SAGE.” 
The lecture hall is comfortably 


filled as we join the other seekers 
after knowledge. A _ bald-headed 


man of middle age holds the plat- 
form. 


His collar is open at the 


1,500,000 People Use 
These Utensils Every Day! 


Hospitaltown represents a vast market for 
table ware, china, pots and pans, kitchen 


equipment, trays and napkins, 


because Hos- 


cost — provided 
proached. Advertising to hospitals is direct, 
easy and inexpensive. 


that it is properly ap- 


Directory informa- 


pitaltown is a vast market for food ...a 
market in which more than 1,500,000 pa- 
tients, nurses and employes are fed every 
day of the year. 


No manufacturer of foodstuffs or kitchen 
equipment can afford to overlook this con- 
suming market whose buying power is 
greater than all but two or three of the coun- 
try’s greatest retail trading areas. 


And no manufacturer need overlook this 
vast mass consumer market, because it is 
highly concentrated and can be contacted 
and sold with astonishingly little effort and 


100 E. Ohio St., Chicago 


= 


Hospital Management 


The News and Technical Journal of Administration 


tion showing the distribution of beds and 
buying power in Hospitaltown is easily avail- 
able. Institutional departments of manufac- 
turers can establish sales programs which, 
per dollar of business available, represent | 
expenditures far below the cost of selling 
the individual consumer. 

HOSPITAL MANAGEMENT has been a 
friend and adviser of Hospitaltown for more | 
than 22 years. We'll be glad to give you an 
introduction to the important buyers—an 
introduction coming from an old friend 
whose opinion they have confidence in. 
Write us for details. 


330 W. 42nd St.. New York 


ditv 


| 
jin every 


150 cents A 


throat with the tie at about half 
mast. His voice is well modulated, 
although it bears -the unmistakable 
stamp “New Yorkese.” He has a 
gaunt face, long nose, shifty eyes. 
He looks more like a bookie than 
an inspirational lecturer. As we 
catch his first words he is leaning 
over the edge of the platform, tell- 
ing his audience confidentially how 
he happens to be doing “this work.” 


Advertisers Rapped 


. my father was a doctor and 
I got three brothers doctors,” he 
reveals. “I started to study for 
medicine, too, at Michigan Univers- 
ity. But soon I loined it wuz better 
to prevent people from gettin’ sick 
than tryin’ to cure them afterwards. 
I became a specialist in dietetics— 
you know, how to eat right.” 

He warms up to his subject as he 
proceeds. People eat foolishly, be- 
lieving they can enjoy subsequent 
relief by taking the devilish prep- 
arations that are dinned into their 
ears over the radio, in newspapers 
and magazines. He lists dozens of 
branded products — Bayer’s, Alka- 
Seltzer, Palmolive, Jergen’s, Post 
Bran and others — remarking sar- 
castically that certainly nobody in 
the intelligent audience in front of 
him would use such preparations, 
but undoubtedly they know of 
friends or relatives who do. Then 
he throws his bombshell. 

Reaching across the table at his 
side he picks up a book. “I want 
you to take this message back to 
your dear ones,” he shouts. “I want 
you to keep death and misery out 
of your homes. I want you to keep 
your loved ones from committing 
suicide.” He holds up the book, 
swings it from side to side so all 
can see. Its title: “One Hundred 
Million Guinea Pigs.” 


Getting Down to Cases 


The authors are personal friends 
of his, he alleges. He furnished 
them with much of the material 
they used. He is happy, content, 
proud that his chosen “work” has 
finally come to the attention of mil- 
lions of intelligent Americans. He 
offers copies of the book to anyone 


who wants to buy for only one dol- | 


ar—a tremendous discount 
possible only because of his 
swerving zeal in advancing 
work.” 


un- 
“this 


made | 


But the spieler isn’t in the book | 


selling business. 
the offer. Instead, he goes on to 
draw charts of the human intestine 
on a little blackboard he produces 
from under the table. He 
about elimination, 
medicines. 


constipation, 
Before the audience is 
aware of it he’s delivering a sales 
talk on a “natural” preparation of 
his own. Lactose and dextose, two 
of nature’s most perfect elements 
guaranteed to keep the body func- 
tioning smoothly. Used by doctors 
in their own prescriptions. “Musts” 
hospital. Soon to be put 
on sale at $1.50. Now available at 
the special “educational” price of 
shill in the audience 
then another, then an aged 
customer, soon a few more. We de- 
part as the lecture draws to a close. 
A few feet further along the 
boardwalk is the emporium of “Fa- 
mous Prof. Seward—World’s Lead- 


buys, 


He doesn’t push | 


talks | 


a 
ing Astrologer.” This spot doesn 
look particularly intriguing, but a; 
we pass we notice that instead g; 
astrology, the subject of the mo. 
ment is “HEALTH.” Curiosity 
draws us inside. The barker stands 
against a multi-colored backgroung 
of astrological insignia. He explains 
that while the professor is restirg 
he is using the time to spread , 
message of good cheer. He is per. 
forming “this work,” he confides. 
because of a setback he has suffereg 
at the hands of the New York 
World’s Fair management, which 
cancelled his exhibit contract due 
to pressure exerted by famous ad- 
vertisers at the fair. 


It’s Astrology Now 


They are afraid of the truth, he 
charges, assuring his audience that 
Atlantic City is brave enough tc 
permit him to call a spade a spade. 
He produces a package of Bayer’s 
aspirin. He places a tablet in a 
spoon, holds it over a candle. All 
the while he chats on, spouting bon 
mots, dishing out philosophy, quot- 
ing from the bible. Suddenly the 
spoon flares up. The barker ap- 
pears to take diabolical delight in 
what is happening. The flame dies 
down and a black residue remains. 
The lecturer steps down from his 
platform into the audience. 

“I want you folks to see what 
goes into your stomachs,” he de- 
clares. He sticks the spoon under 
the nose of an elderly woman in 
the first row. She shrinks back. 
Others likewise appear shocked at 
the malodorous mass on the spoon. 
The desired effect is achieved. The 
spieler returns to the platform. He 
apologizes for having caused dis- 
comfort, but assures his listeners 
that it was the only way to impress 
on them the villainy of advertisers. 
Then, he invites questions on the 
value or possible effect of other ad- 
vertised products. 


The Same Story 


“Midol,” chirps an obvious shill. 
“That’s easy,” is the wise response 
“It’s just aspirin in a larger tablet.” 
Alka-Seltzer, Pepsodent, Squibb’s 
Milk of Magnesia, Ex-Lax, Cas- 
carets, Fleischmann’s Yeast — and 


a dozen others are “analyzed,” ridi- ~ 
culed and denounced by the expert. 


The men and women in the audi- 
ence are shocked. The barker 
pushes his advantage and switches 
the lecture to “natural foods’—and 
the sales talk is under way. This 
is a “natural remedy”—a dollar a 
throw. 

And so on down the boardwalk. 
The barkers accuse the radio, news- 
papers and magazines of hoodwink- 
ing the American public. The spec- 
tators gasp in astonishment and 
while their guard is down the “lec- 
ture” boys put in their own sales 
licks. 

The Atlantic City boardwalk—as 
well as similar expanses at other 
resorts—thrives on chicanery and 
hokum. But the customers smile 
when they leave the bingo joints 
They are sober when they tum 
away from the “educational” lec- 
tures. 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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PHOTOGRAPHIC 
REVIEW OF 
| THE WEEK 


TRADEMARK CHARACTER APPEARS IN REAL LIFE 


0 FIGURES DON'T LIE, SAYS COPY 


Extending the use of its familiar Puritan trademark character to its daily contacts with hardware dealers, contractors, build- 

ers and architects, Puritan Cordage Company is now being represented by an actual Puritan in the flesh. The character 

is shown here as he will appear in future Puritan business paper advertising, in a series of situations familiar to the trade. 
The prospects here are real tradesmen, not professional models. Farson & Huff, Louisville, Ky., is the agency. 


NEW G-E EXECUTIVE RECEIVES F. WAYLAND AYER CUP 


i 


hes Owen Silent Spring Company will use this photograph in magazine copy setting 


ind forth the virtues of the "Dr. Madison Perfect Posture’ mattress made with its Glenn Gundell, who has been appointed 

‘his springs. Copy stresses the value of this mattress to the possessors of such manager of advertising and sales pro- Ogden Reid, editor of the New York Herald Tribune, gets the F. Wayland 

a figures as the one illustrated here by Shigeta-Wright. Reincke-Ellis-Younggreen & motion of the G-E air conditioning and Ayer cup for excellence in newspaper typography from C. L. Jordan, executive 
Finn is the agency. commercial refrigeration department. vice-president of Ayer, while Mrs. Reid looks on. 


BROADCASTERS HOLD HARMONIOUS, FRUITFUL CONCLAVE AND ADOPT NEW CODE 


with 


$ 
“one at the NAB convention last week, (1) L. A. Miller, center, WRAL. (3) F. W. Borton, WQOAM, Miami (center), joins RCA repre- in the direction of Ben Selvin and M. E. Tompkins, Associated Recorded 


New ¥ Glick and D. D. Chrisman, all of Miller Broadcasting System, sentatives D. A. Reesor and H. D. Albrecht. (4) Sober-faced Fu Program Service, New York. (6) These NBC executives officiated at 
teley ork, (2) RCA men tell three Southern broadcasters about the Manchu, representing Radio Attractions, Inc., emits a sneer that seems an impromptu television broadcast brought to the Ambassador from « 
_— Ww ee show. R. R. Beal and W. H. Beltz, RCA, with Jack DeWitt, funny to Guy F. Herbert, All-Canada Radio, at the cocktail party. few miles down the beach. Left to right, H. B. Beville, C. W. Farier, 
Nashville; E. Johnston Neal, WRAL, Raleigh; and A. J. Fletcher, (5) A. W. Bennett, NAB counsel (left) tosses off a few legal bon mots O. B. Hanson, C. W. Horn and Harold P. See. 
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ADVERTISING AGE 


July 17, 1939 


a may wonder what kind of company corned beet 


hash keeps in New York. Well, when a can moves 


off a grocer’s shelf it usually moves into the kind of 


home where you would feel at home yourself. 


Surprising? Not when you are acquainted with 
the facts revealed in The Times Market Research 
Department's recent study of corned beef hash sales 
in New York City. For instance, you may not have 
realized that— 

Every 1000 high-income families buy as much 
corned beef hash as 2000 average-income families . . 
more than 3000 low-income families. 

A typical grocery store in a high-income neigh- 
borhood sells twice as much corned beef hash each 


week as a representative grocer in an average-income 


CHICAGO 


district . . . more than four times as much as an average 
store in a low-income section. 


These findings bear out the same marketing 
fundamental high-lighted by other Times’ market 
studies. It is simply this: Practically all advertised 
goods—including low-cost, widely used commodities 
—sell faster where incomes are higher. No matter what 
you sell, New York’s high-income families will buy 
more of it more quickly than any other equally large 
group in the city. 


The New York Times is your logical, econom- 
ical choice for reaching this preferred ‘“‘mass market.’ 
The Times is read by more above-average families than 
any other newspaper in New York . . . and by an 
important part of the best of the average families. 


BOSTON 


SALES OF CORNED BEEF HASH 
IN NEW YORK CITY 


New York City Neighborhoods by meome 


High Medium low 

Number of stores surveyed...... 70 160 270 
Number of families served by 

DEP ccsnccccessccees 10,010 «21,600 25,650 
Total weekly sales (cans)....... 2,766 2,976 2,339 
Per cent of city total sales....... 34% 37% 29% 
Weekly sales per 1000 families 

(cams) ...... ooecesesesesees 276 138 n" 


a Your best guide to the New York you want to know ane 
know about when you come here for the World's Fair —read 
The New York Times every day you're in New York 


Che New Pork Cimes 


“All the News That’s Fit to Print’’ 


DETROIT 
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